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HEARST:  WHERE  JOURNALISM  OF  DISTINCTION  IS  AN  EVERYDAY  STORY 


WHEN  A  PIPELINE 
IGNITED  A  TRAGEDY 
IN  WASHINGTON 
STATE,  THE  SEATTLE 
POST-INTELLIGENCER 
WORKED  TO  PREVENT 
ANOTHER  ONE. 


On  June  10.  1 999,  the  world  turned  black  in  Bellingham,  Washington.  An  oil  pipeline  that 
ran  through  the  city  suddenly  ruptured,  dumping  an  estimated  277,000  gallons  of  gasoline 
into  Whatcom  Creek.  In  an  instant,  the  water  became  a  sheet  of  flame,  killing  two  ten-year-old 
boys  playing  in  the  creek  and  a  teenager  who  was  fly-fishing  nearby. 

As  the  smoke  cleared  and  Bellingham  mourned,  the  Seattle  Post-Intelligencer  turned  its 
focus  from  daily  coverage  of  a  disaster  to  an  in-depth  project  designed  to  find  out  what 
conditions  allowed  this  to  happen  and  how  another  such  tragedy  could  be  avoided.  The 
resulting  series,  “Pipelines:  America’s  Hidden  Hazards,”  uncovered  disturbing  information  on 
local  and  national  levels. 

A  team  of  reporters  and  photographers  discovered  that  improving  pipeline  safety  had  not 
been  a  priority  in  Congress  and  that  regulators  were  years  behind  in  carrying  out  even  limited 
safety  mandates.  To  compound  this  threat,  suburban  sprawl  was  placing  an  increasing  number 
of  people  in  harm’s  way  from  poorly  maintained  pipelines  across  the  country. 

The  Post-Intelligencer  spotlighted  the  dangers  of  an  industry  with  an  aging  infrastructure 
and  showed  the  need  for  tighter  regulation  by  the  federal  government.  Creating  awareness  of 
the  problems  that  face  our  communities  is  one  more  way  Hearst  Newspapers  enrich  readers’ 
lives  every  day. 


For  more  Journalism  of  Distinction,  see  the 
Seattle  Post-Intelligencer  online  at  www.seattlep-i.com 
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CALENDAR 


26  27  28  29  30 


E-mail:  calendar@mediainfo.com 

SEPTEMBER  5-8  WAN  Third  International  Newspapers  in 
S  M  T  W  T  F  s”  Education,  World  Association  of  Newspapers, 

_ 12  3  4  Hotel  Nikko,  Paris,  France 

56789  10  11  _ 

12  13  14  15  16  17  18  Annual  Workshop  &  Exhibition, 

19  20  21  22  23  24  25  Society  for  News  Design,  The  Bela  Center, 

26  27  28  29  30  Copenhagen,  Denmark 

12-14  E&P  Online  Classifieds  Industry  Symposium,  The  Editor  & 
Publisher  Co.,  Hyatt  Regency,  Austin,  Texas 

16-18  IFPA  Fall  Conference,  Independent  Free  Papers  of  America,  Double 
Tree  Inn,  Kansas  City,  Mo. 

16-19  NLGJA  Convention,  National  Lesbian  and  Gay  Journalists 
Association,  Atlanta  Sheraton,  Atlanta 

16-19  SEI  National  Conference,  Society  of  Environmental  Journalists, 
University  of  California  at  Los  Angeles,  Los  Angeles 
22-23  WAN  1999  World  Forum  on  Newspaper  Strategy,  World 
Association  of  Newspapers,  Chateau  de  Bellingslise,  Compiegne,  France 
22-24  Third  Annual  Technology  Conference,  StKiety  of  American 
Business  Editors  and  Writers,  Cavanaugh's  on  Fifth  Ave.  Hotel,  Seattle 
22-25  SNA  Fall  Publishers  &  Retail  Ad  Directors  Conference,  Suburban 
Newspapers  of  America,  Regal  Knickerbocker,  Chicago 
29  Newspaper  Features  Council  Annual  Conference,  Pan  Pacific  Hotel, 
Vancouver,  British  Columbia 

29-2  NNA  1 14th  Annual  Convention,  National  Newspaper  Association, 
Park  Plaza,  Boston 

29-2  AASFE  Annual  Convention,  American  As.sociation  of  Sunday  and 
Feature  Editors,  Pan  Pacific  Hotel,  Vancouver,  British  Columbia 


QQYQggp  3-5  SPJ  National  Convention,  Society  of 

S  M  T  W  T  F  S  Professional  Journalists,  Westin  Hotel,  Indianapolis 

_ 1 — ?-  7-10  “Power  to  the  States"  National  Conference, 

3  4  5  6  7  8  9 

IcTlI  12  13  14  is'ie  Managing  Editors,  Colorado  Springs  Gazette, 
17  18  19  20  21  22^  Investigative  Reporters  and  Editors,  National 
®%i25  26  27  28  39  30  Conference  of  State  Legislatures,  Pew  Center  for 
Civic  Journalism,  and  stateline.org,  Westin  Hotel,  Denver 
11-15  IFRA/WAN  World  Electronic  Publishing  Conference  and 
Exhibition:  “Beyond  the  Printed  Word,”  RAl  Hotel,  Amsterdam,  Netherlands 

13-15  SAPA  Conference,  Southeastern  Advertising  Publishers 
Association,  Double  Tree  Galleria,  Atlanta 

13- 15  APME  Conference,  As.sociated  Press  Managing  Editors,  Peabtxly 
Hotel,  Memphis,  Tenn. 

14- 16  “Drawing  the  Line:  Political  Cartooning  Under  Pressure" 
Symposium,  School  of  Journalism  and  Mass  Communications,  University 
of  Iowa,  Iowa  City,  Iowa 

15- 20  lAPA  General  Assembly,  Inter  American  Press  Association,  Westin 
Galleria,  Houston 

Note:  To  list  events,  please  fax  to  Calendar  Editor  at  (212)  691-7287. 


Additional  information  about  these  and  future  events  can  be  found  at 
http://www.mediainfo.com/ephome/events/eventshtm/calendar99.htm 


Primed  in  USA.  Vol.  132,  No.  36.  September  4.  1999.  EDITOR  PUBLISHER,  THE  EOURTH  | 
ESTATE  (ISSN:  (K)13-094X)  is  published  weekly  by  the  Editor  &  Publisher  Co.  Editoriul  and  busi¬ 
ness  offices  at  1 1  W.  19th  St.,  New  York,  NY  1001 1.  Periodicals  postage  paid  at  New  York.  N.Y..  and 
additional  mailing  offices.  Printed  at  The  Mack  Printing  Group.  Ea.ston.  PA  1 S042.  Titles  patented  and 
registered  and  contents  copyrighted  1999  by  Editor  &  Publisher  Co.  Inc.  All  rights  reserved.  Annual 
subscription  $75  in  the  United  States  and  possessions  and  in  Canada.  All  other.  $135.  No  claims  for 
back  issues  honored  after  one  year. 

Postmaster:  Please  send  address  change  to:  EDITOR  &  PUBLISHER,  THE  FOURTH  ESTATE. 
P.O.  Box  3000.  Dept.  Editor  &  Publisher.  Denville.  NJ  07834-3000. 


The  Career  Guide  provides  "how  to"  information,  inspiration, 
training  programs  and  tips  for  the  job  hunter  along  with  ads 
for  hundreds  of  entry  level  jobs,  early  experience  career 
opportunities  and  internships.  | 

Over  10,000  Career  Guide  launch  issues  were  mailed  FREE  (in 
addition  to  our  subscriber  base)  to  students,  graduates,  pro¬ 
fessors  of  journalism,  communication  and  business  colleges 
and  universities.  And  thousands  of  requests  for  this  issue 
have  already  been  received.  The  guide  is  also  accessible  on 
EiSiP's  Web  site:  www.mediainfo.com. 

It  is  the  most  perfectly  targeted  medium  your  company  can 
use  to  reach  the  future  of  the  news  industry. 
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guides  out  there.  I  use  it  in  aii 
my  ciasses  and  give  it  to  aii 
my  students.  What  a  terrific 
resource!  It’s  practical,  read¬ 
able  and  full  of  great  advice. 
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XXX-rated  billing 
for  Chicago  paper 

Nobody  at  La  Raza,  a  Chicago  Span- 
ish-language  weekly,  remembers  getting 
a  final  bill  from  the  Internet  service  pro¬ 
vider  it  used  for  just  three  months.  But  the  | 
isp  is  employing  an  xxx-rated  collection 
tactic  the  newspaper  will  never  forget. 

As  of  Sept.  3,  Web  users  who  type  in 
either  htlp;//\v  ww.laraza.net  or  http://  | 
www.laraza.org  instead  of  the  newspa-  | 
per’s  correct  Internet  address,  http://www.  | 
laraza.com,  are  taken  to  http://www.  j 
dildo.com,  a  site  devoted  to  pornography 
and  sex  toys. 

“A  situation  in  which  a  hacker  is  trying 
to  harm  your  site,  well,  it’s  almost  under-  ; 
standable.  ...  But  when  a  legitimate  busi-  ' 
ness  decides  to  drive  your  traffic  to  a  site  i 
like  this,”  says  La  Raza  director  of  Web 
promotions  and  sales  Edward  Balderas 
Jr.,  his  voice  trailing  off  in  astonishment. 

Balderas  says  the  iSP,  Chicago-based 
Ripco  Communications  Inc.,  never  warned 
him  that  the  bill  was  overdue. 

Phone  calls  to  Ripco  went  unanswered. 
The  ISP’s  president,  Bruce  Esquibel,  said 
in  a  Chicago  Tribune  story  by  Darnell 
Little  that  directing  traffic  from  other  ; 
delinquent  sites  to  the  adult  site  is  “Just  ! 
standard  operating  procedure  for  us.  We  i 
make  money  from  the  banner  ads  on  : 
[that]  site.”  —  Mark  Fitzgerald 

From  Columbine, 
new  beginnings 

As  students  returned  to  Columbine 
High  School,  two  new  journalism  stu¬ 
dents  at  the  University  of  Colorado  at 
Boulder  are  carrying  on  the  legacy  of  | 
three  people  killed  in  the  April  massacre  , 
at  the  Littleton,  Colo.,  high  school.  ' 

The  first  annual  Columbine  Unity  in 
Diversity  scholarships  were  awarded 
recently  to  incoming  freshmen  Isaac 
Lopez  and  Michelle  Flores.  The  $1,000 
scholarships  for  high-school  seniors  or  ; 
community  college  transfers  were  creat-  i 
ed  by  the  Multi-Ethnic  Media  Organi¬ 
zation,  a  group  for  minority  journalism  i 
majors  at  the  school.  This  first  year,  the  j 
scholarships  are  in  memory  of  slain  i 
Columbine  students  Isaiah  Shoels  and 
Kyle  Velasquez  and  teacher  Dave  j 
Sanders.  Donations  can  be  mailed  to  i 
Columbine  Unity  in  Diversity  : 
Scholarship  c/o  Ray  Chavez,  School  of 
Journalism  and  Mass  Communication, 


Campus  Box  287,  University  of 
Colorado  at  Boulder,  Boulder,  CO 
80309-0287.  —  Mark  Fitzgerald 

San  Gabriel  runs 
the  NFL  option 

Could  this  National  Football  League 
season  produce  the  Pasadena  Patriots? 
Maybe  the  Whittier  Redskins?  If  the  San 
Gabriel  Valley  Newspaper  Group  near  Los 
Angeles  has  its  way,  that  may  be  the  case. 

Since  Aug.  30,  the  MediaNews  Group 
Inc.-owned  chain  of  three  daily  papers  — 
the  Pasadena  Star-News,  the  San  Gabriel 
Valley  Tribune,  and  The  Whittier  Daily 
News  —  has  run  a  daily  poll  asking  read¬ 
ers  which  NFL  team  the  newspapers  should 
cover.  In  the  past,  the  newspapers  covered 
both  the  Raiders  and  the  Rams.  But,  since 
the  two  franchises  skipped  town  in  1995, 


Sports  ~ 
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;  ^  an  NFL  team!  (Sort  oO 

% 
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onrAm 

the  dailies  have  had  no  local  gridiron  team. 

The  group’s  sports  editor  Steve  Hunt 
says  ballots  will  be  collected  until  the 
Sept.  12  opening  of  nfl  regular-season 
games,  and  vows  to  cover  the  winning 
team  —  be  it  San  Diego,  Buffalo,  or 
Miami. 

“I  don’t  know  if  we  would  go  to  every 
home  game  if  it  is  someone  like  the  New 
York  Jets,  but  if  it  is  a  California  team,  it 
will  be  worthwhile.”  —  Joe  Strupp 

Mayor  to  paper: 

I  hope  you  choke 

Downtown  Gary,  Ind.,  is  the  poster 
child  for  Rust  Belt  urban  decay.  An  E&P 
article  in  the  late  1980s  described  it  as 
looking  like  “the  tattered  remains  of  the 
box  the  Industrial  Revolution  came  in.” 

The  Post-Tribune  has  been  a  downtown 
anchor  through  decades  of  decline,  but  now 
it  is  pulling  nearly  all  its  operations,  includ¬ 
ing  its  newsroom,  out  of  its  Broadway 
building.  The  paper  will  continue  to  be 
printed  downtown,  but  all  other  depart¬ 
ments  will  be  moving  next  spring  about  10 


^QOOTCofttieWEEl^^ 

“I  will  not  participate 
with  the  ‘St.  Paul  Pioneer 
Porn’  paper  anymore ...” 

—  Gov.  Jesse  “The  Body”  Ventura 
(p.  40) 


miles  away  to  a  new  building  across  from 
the  Southlake  Mall  in  suburban  Mer¬ 
rillville.  The  move  infuriates  Gary  Mayor 
Scott  King,  who  claims  newspaper  execu¬ 
tives  told  him  they  were  moving  because 
there  was  no  place  to  eat  in  Gary. 

“They  wanted  more  varieties  of  venues 
for  schmoozing  with  vendors”  the  mayor 
groused  to  Chicago  Tribune  media  writer 
Tim  Jones.  Post-Tribune  publisher  Boni 
Fine  declines  to  respond  to  the  mayor,  say¬ 
ing  she  would  rather  stick  by  her  published 
statement  that  the  paper  is  growing  by  fol¬ 
lowing  its  readers  and  advertisers  to  a  cor¬ 
ridor  that  has  become  “the  commercial 
mecca  [sic]  of  the  region.” 

Calls  to  King’s  office  for  comment  were 
routed  to  a  press  secretary,  who  called  two 
days  later,  said  an  interview  was  possible, 
and  was  not  heard  from  again  before  dead¬ 
line.  —  Mark  Fitzgerald 

No  changing  in 
the  phone  booths 

Look!  Up  in  the  sky!  It’s  a  bird,  it’s  a 
plane,  it’s  a  ...  Philadelphia  Daily  News 
columnist?  Yes,  well,  from  the  looks  of 
the  tabloid’s  pages  these  days,  readers 
might  think  the  newsroom  has  been  taken 
over  by  the  gang  at  DC  Comics. 

In  an  effort  to  mix  its  irreverent  repu¬ 
tation  with  new  ways  to  tackle  local 
issues,  the  Daily  News  has  created  a 
string  of  newsprint  superheroes,  who 
promise  to  bring  truth,  justice,  and  urban 
solutions  to  its  pages.  Among  the 
columns  debuting  in  the  last  year  are: 
“Millennium  Man,”  providing  daily  his¬ 
torical  moments  in  Philadelphia  history; 
“Hydro  Cop,”  uncovering  violators  of 
state  regulations  imposed  because  of 
drought  conditions;  and  “Urban  Warrior,” 
helping  readers  fight  corruption  and  red 
tape  in  government  agencies. 

Maybe  such  a  trend  could  reach  news¬ 
paper  chains.  How  about  Super  Hearst  or 
The  Cox  Crusader?  —  Joe  Strupp 
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Civic  Journalism  is 


About  connecting  with  the  reader. 


For  years,  we  wrote  about  the  right  topics  but  in  the 
wrong  way  -  in  ways  that  didn't  connect  to  the  daily 
lives  of  our  readers.  So  we  didn't  give  them  the  information 
that  they  needed,  that  they  could  use.  Our  definition  of  civic 
journalism  is  that  it  connects  the  reader  and  the  community 
more  directly  to  the  journalistic  process  of  formulating  stories 
and  asking  questions. 

We  use  different  approaches.  One  is  the  "Front 
Porch  Forum."  We've  asked  people  to  have  a  conversation 
with  their  neighbors  about  issues  such  as  growth  and  the 
future  of  the  Puget  Sound  region  -  and  then  tell  us  what  they 
said.  We  found  that  people  in  this  community  understand 
issues  with  a  level  of  sophistication  that's  beyond  what  we 
might  have  guessed.  They  contribute. 

Our  staff  is  energized  by  this.  At  first,  they  were 
apprehensive.  They  asked  good,  honest  questions,  like;  "Will 
we  be  setting  aside  our  journalistic  independence  or 
journalistic  oversight  if  we  invite  the  community  in?" 
The  thing  that  is  energizing  is  that  when  you  bring  readers 
into  the  conversation,  there  is  this  sense  they  really  do  care 
about  the  things  journalists  want  them  to  care  about  and  they 
value  the  opportunity  to  join  the  dialogue. 

Journalists  worry  that  paying  attention  to  what 
readers  want  really  means  moving  to  the  lowest  common 
denominator,  or  making  journalistic  judgments  by  polling  or 
marketing.  When  they  realize  that,  in  fact,  readers  value  the 
role  of  the  newspaper  in  their  community,  it  never  fails  to  be 
an  uplifting  experience. 


The  Seattle  Times 


The  Pew  Center  for  Civic  Journalism  is  pleased  to 
present  this  message,  another  in  a  series  on  how 
journalists  are  working  to  improve  news 
coverage  by  involving  citizens  -  and  to  improve 
the  community  through  their  journalism.  For 
more  information,  call  202-331-3200. 


Pew  Center  for  Civic  Journalism 


Jan  Schaffer  Jack  Nelson 

director  chairman 


1101  Connecticut  Ave.,  NW,  Suite  420 
Washington,  DC  20036 
www.pewcenter.org 
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Denver  editor’s  fall 

Post's  Britton  fired  following  success  and  problems 


by  Joe  Strupp 

At  a  time  when  The  Denver  Post  is 
earning  praise  for  covering  big 
stories  like  the  Columbine  High 
School  shooting,  overtaking  the  rival 
Denver  Rocky  Mountain  News 
in  a  fierce  circulation  battle,  and 
expanding  bureau  coverage 
statewide,  why  did  editor  Den¬ 
nis  A.  Britton  lose  his  job? 

Some  staffers  say  it  was  a 
backlash  from  some  reporters 
who  didn’t  like  Britton’s  de¬ 
manding  and  egotistical  style. 

Other  observers  say  the  paper, 
while  aggressive  and  competi¬ 
tive,  had  lost  its  flair  and  color. 

But,  as  with  most  newspapers,  the  key 
is  likely  a  new  publisher  wanting  a  change 
in  personnel  at  the  top  on  the  editorial 
side:  In  January,  former  Anchorage  (Ala-  | 
ska)  Daily  News  publisher  Gerald  E. 
Grilly  was  brought  in  to  run  the  Post. 

Whatever  the  reason,  the  Aug.  31  de¬ 
parture  of  Britton,  and  the  pending  arrival 
of  new  editor  Glenn  Guzzo  from  the 
Akron  (Ohio)  Beacon  Journal,  mark  yet 
another  change  in  management  for  Media- 
News  Group  Inc.’s  flagship  paper,  which 
has  seen  the  loss  of  its  general  manager, 
vice  president  of  circulation,  and  features 
editor  during  the  past  year. 

“There  is  not  a  lot  of  stability  there,”  | 
says  Rocky  Mountain  News  editor  John 
Temple.  “It  is  another  sign  that  they  do  not 
have  a  lot  of  positives  going  on.” 

But  Grilly  disagrees.  He  praises  Britton 
for  leading  the  paper  to  many  accomplish¬ 
ments,  but  openly  admits  that  the  two  did 
not  work  as  well  together  as  he  would  ■ 
have  liked. 

“We’re  looking  for  someone  that  sits  i 
with  me  better,”  says  Grilly.  “Dennis 
moved  the  paper  forward,  but  I  think  this 
change  could  get  us  farther,  sooner.” 

Guzzo,  48,  will  formally  take  over  the 
editor’s  job  Oct.  1.  Britton  could  not  be  ! 
reached  for  comment. 

The  firing  of  Britton,  58,  follows  a 
three-year  stretch  that  saw  the  Post  make  i 
strides  in  both  circulation  and  coverage, 
but  also  weather  some  staff  upheavals,  a 
series  of  pranks  against  the  editor,  and  the 
creation  of  a  Web  site  devoted  to  criticiz¬ 
ing  him  with  anonymous  snipes. 

When  Britton  came  aboard  in  early 


1996,  the  Post  was  trailing  the  News  in 
daily  circulation,  according  to  the  Audit 
Bureau  of  Circulations.  At  that  time,  the 
News'  daily  circulation  was  333,568, 
while  the  Post's  was  316,121. 

In  just  one  year,  the  Post  passed  the 
News  by  gaining  almost  40,()(X) 
readers,  while  the  News  lost 
nearly  8,000. 

Today,  the  Post  still  leads 
with  a  370,423  daily  circulation 
to  the  News'  359,068. 

Britton  also  was  aboard  for 
coverage  of  a  string  of  national 
stories  that  included  the  Jon- 
Benet  Ramsey  case  in  Boulder, 
the  Oklahoma  City  bombing 
trial  in  Denver,  and  the  Colum¬ 
bine  shootings  in  Littleton. 

“He  was  someone  who  understood  that 
news  organizations  could  work  together,” 
says  Patti  Dennis,  news  director  at  the 
KUSA  TV  station,  which  forged  an  alliance 
with  the  Post  under  Britton  to  work  on 
some  projects  together  and  cross- 
promote. 

But  Britton  also  drew  opposition  from 
some  staffers  who  claim  he  was  too  rough 
and  unapproachable.  The  opposition  in- 


by  Lucia  Moses 

New  Yorkers  will  have  to  plunk 
down  15  cents  more  apiece  for 
The  New  York  Times  starting  Sept. 
13,  when  the  newspaper  raises  its  news¬ 
stand  price  to  75  cents  from  60  cents. 

The  increase  will  apply  only  to  single 
copies  sold  Monday-Saturday  in  the  New 
York  metropolitan  area.  The  Sunday 
Times  will  still  cost  $2.50,  and  the  nation¬ 
al  edition  will  still  cost  $1.  Home  delivery 
rates  also  will  stay  the  same.  The  last  sin¬ 
gle-copy  price  increase  became  effective 
in  September  1994,  when  the  Times  went 
from  50  cents  to  60  cents.  Before  that,  the 
last  increase  was  in  September  1991, 
from  40  cents  to  50  cents. 

The  Times  says  the  price  is  going  up  to 
reflect  changes  at  the  paper,  which  has 
added  new  sections,  such  as  the  “Cir¬ 
cuits”  technology  section,  and  expanded 
others;  added  color;  and  extended  dead- 


creased  in  late  1998  when  some  disgrun¬ 
tled  staffers  created  a  Web  site  entitled 
“Britton  Go  Home”  that  called  for  his 
ouster  and  listed  anonymous  critiques  of 
his  work. 

“He  was  not  exactly  good  to  the 
troops,”  says  Patricia  Calhoun,  editor  of 
Westword,  a  New  Times  Inc.-owned  alter¬ 
native  weekly.  “Most  people  at  the  Post 
were  surprised  that  he  didn’t  go  sooner. 
He  blanded  up  the  paper,  and  there  were  a 
lot  of  people  who  didn’t  like  him.” 


DAILY  CIRCULATION 

Denver  Post 

Denver  Rocky 
Mountain  News 

1994 

287,398 

339,472 

1995 

302,125 

336,071 

1996 

316,121 

333,568 

1997 

353,786 

326,189 

1998 

354,102 

325,320 

1999 

370,423 

359,068 

SUNDAY  CIRCULATION 

Denver  Post 

Denver  Rocky 
Mountain  News 

1994 

442,654 

449,273 

1995 

453,032 

449,550 

1996 

454,120 

438,728 

1997 

474,668 

415,962 

1998 

490,738 

434,951 

1999 

523,324 

461,103 

lines  for  news  and  sports  scores. 

“Since  we  raised  the  price  five  years 
ago,  we’ve  really  increased  the  value  of 
the  product  for  readers,”  Times  spokes¬ 
woman  Lisa  Carparelli  says.  “We  contin¬ 
ue  to  invest  in  the  product,  and  this 
increase  allows  us  to  do  so,”  she  says, 
adding  that  the  paper  isn’t  prepared  to  talk 
about  future  changes.  She  says  the  price 
increase  is  unrelated  to  advertising  rates. 

The  New  York  Times'  daily  circulation 
was  1,134,974  as  of  March  1999,  up  from 

I, 1 10,143  a  year  earlier.  Sunday  circula¬ 
tion  was  1,687,959,  up  from  1,650,179  a 
year  earlier.  Single-copy  sales  make  up 
34.9%  of  the  Times'  overall  daily  sales 
and  43.1%  of  Sunday  sales,  in  and  out¬ 
side  the  New  York  metropolitan  area. 

The  company  reports  earnings  rose 

II. 3%  to  $83.5  million  in  the  second 
quarter  of  1999  and  says  it  is  on  track  to 
achieve  earnings  per  share  growth  of  10% 
to  15%  for  the  year. 


The  Times,  they  are  a-changin’ 
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‘A  real  mixed  bag’ 

U.S.  appellate  court  ruling  erodes  reporters’  rights 


by  Jim  Moscou 

When  NBC’s  newsmagazine  “Date¬ 
line”  cameras  caught  a  Lou¬ 
isiana  deputy  sheriff  pulling 
over  one  of  its  producers,  they  got  some 
troubling  footage. 

The  network  show  had  heard  local 
police  were  using  racial  profiles  to  deter¬ 
mine  what  cars  to  target  for  a  pullover  on 
that  state’s  roads.  So  “Dateline”  wired  a 
rented  auto  with  its  cameras  and  sent  out  a 
producer  to  see  if  it  was  true.  Sure 
enough,  a  deputy  stopped  the  producer  for 
no  apparent  reason  —  other  than  the  pro¬ 
ducer’s  skin  color,  allegedly. 

The  trouble  came  not  only  from  the 
pullover  but  also  from  the  fact  the  deputy 
on  tape  was  being  sued  by  a  Hispanic  cou¬ 
ple  who  claimed  they  also  were  profiled  for 
a  stop  simply  because  of  their  race.  And 
that  couple  —  Albert  and  Mary  Gonzalez 
—  wanted  NBC’s  unedited  footage  as  evi¬ 
dence  for  their  trial.  NBC  said  they  couldn’t 
have  it,  sending  the  case  to  court. 

Two  weeks  ago,  one  of  the  nation’s  top 
courts  ruled  that  journalists  do  not  neces¬ 
sarily  have  to  turn  over  nonconfidential, 
unpublished  material,  such  as  unedited 
tapes  —  a  decision  that  has  left  some  First 
Amendment  attorneys  and  watchdogs 
deeply  concerned.  On  Aug.  27,  the  U.S. 
Court  of  Appeals  for  the  Second  Circuit  in 
New  York  said  a  journalist’s  unpublished 
or  unbroadcast  material  can  have  a  limited 
qualified  privilege  and  be  protected  from 
subpoenas. 

But.  in  its  decision,  the  court  also  rede¬ 
fined  its  test  in  determining  what  material 
can  fall  under  qualified  privilege  —  a  test 
that  onlookers  say  opens  the  door  wider 
for  public  access  to  a  reporter’s  notes, 
drafts,  and  edits. 

“It  was  a  ruling  that  was  Just  a  real 
mixed  bag,”  says  Gregg  Leslie,  acting 
director  of  the  Reporters  Committee  for 
the  Freedom  of  the  Press,  based  in 
Arlington,  Va. 

Behind  the  court’s  decision  is  a  twi.sted 
tale  that  dates  back  to  September  1998. 
That’s  when  the  Second  Circuit  ruled  in  the 
same  ca.se  that  no  reporter’s  privilege  exists 
with  nonconfidential,  unpublished  material 
in  civil  suits.  In  the  realms  of  newsroom 
law,  it  was  a  devastating  decision. 

“It  was  so  wrong.”  says  Sandra  Baron, 
executive  director  of  the  Libel  Defense 


Resource  Council,  ba.sed  in  New  York. 
“You  could  find  Jaws  dropping  around 
the  state.”  Only  the  U.S.  Supreme  Court 
can  overturn  the  Second  Circuit’s  rulings. 
And  the  Second  Circuit’s  decisions  often 
set  the  tone  —  and  precedents  —  for  Jour¬ 
nalistic  legal  standards  throughout  the 
country.  Many  onlookers  felt  the  ruling 
would  have  repercussions  elsewhere,  lay¬ 
ing  open  a  reporter’s  nonconfidential, 
unpublished  notes  to  the  public. 

“The  Second  Circuit  is  the  court  that 
interprets  the  First  Amendment  for  New 
York  City,”  Leslie  says.  “But  when  you 
think  of  all  the  media  companies  based  in 
the  city,  it  can  have  a  dramatic  effect.” 

NBC,  based  in  New  York,  asked  the  court 
to  reconsider  its  decision.  The  court  agreed 
and  two  weeks  ago  —  in  a  rare  turnaround 
by  a  federal  court  —  the  Judges  reversed 
themselves.  But,  with  its  new  ruling,  the 
court  revamped  the  mies  as  to  when  unpub¬ 
lished,  nonconfidential  material  can  be 
dubbed  subject  to  reporter’s  privilege  in  the 
Second  Circuit’s  Jurisdiction. 

Before  the  Gonzalez  case,  the  Second 
Circuit  held  that  to  meet  the  standard  for 
nonconfidential  material  to  be  revealed,  the 
information  had  to  be  “highly  relevant”  to  a 
“critical  issue.”  In  the  wake  of  the  Gonzalez 
case,  any  material  in  question  can  be  “of 
likely  relevance”  to  a  “significant  issue.” 
And  material  that  once  had  to  be  otherwise 
"not  obtainable,”  other  than  through  the 
reporter’s  unpublished  work,  can  now  Just 
be  “not  reasonably  obtainable.” 

The  decision  might  haunt  a  newsroom, 
media  watchdogs  .says.  For  instance,  if  a 
reporter’s  notes  are  dragged  into  court,  the 
reporter  and  publication  could  appear 
bia.sed.  That,  in  turn,  can  dry  up  sources 
who  fear  they  could  be  sucked  into  litiga¬ 
tion,  Leslie  says. 

To  be  sure,  the  decision  doesn’t  deal  with 
the  issue  of  confidential  sources,  which  has 
led  most  states  and  the  federal  government 
to  enact  shield  laws  that  generally  assure 
Journalists  don’t  have  to  disclose  informa¬ 
tion  from  confidential  sources. 

As  for  the  Gonzalezes’  case,  NBC  didn’t 
pass  the  new  test  and  the  couple  might  get 
their  tapes. 

“We  were  very  pleased  the  court 
restored  the  privilege.  But  we’re  also  dis¬ 
appointed.”  says  Susan  E.  Weiner,  attor¬ 
ney  for  NBC.  “And,  at  this  point,  we’re  not 
sure  if  we’re  going  to  appeal.”  H 


LEGAL  TIPS 

What  to  do  in  two  tegat  binds: 

NEWSROOM  searches: 

In  1980,  Congress  passed  the  Privacy 
Protection  Act  that  limits  the  circum¬ 
stances  in  which  a  newsroom  or  a  jour¬ 
nalist’s  office  can  be  searched  by  state 
and  federal  law-enforcement  officers. 
There  are  exceptions,  such  as  preventing 
injury  or  death,  as  well  as  in  cases  when 
a  journalist  is  suspected  of  involvement 
in  committing  a  crime.  Still,  if  the  long 
arm  of  the  law  does  come  knocking,  here 
are  some  things  to  remember: 

*  Try  and  delay  the  search  until  your 
attorney  arrives  and  reads  the  search 
warrant. 

*  You  are  not  required  to  assist  in  the 
search. 

*  Record  the  search  by  photographing 
and  videotaping  it. 

*  Consult  your  attorney  as  soon  as 
possible.  You  may  be  able  to  get  a 
judge  to  review  the  situation  within 
hours. 

*  Several  states  provide  protections  in 
addition  to  the  Privacy  Protection 
Act.  So,  know  your  local  laws. 

AFTER  THE  SUBPOENA! 

A  subpoena  is  a  legal  notice  that  an 
individual  and/or  an  individual’s  docu¬ 
ments  must  appear  in  court  or  at  a  depo¬ 
sition.  Ignoring  a  subpoena  could  mean 
a  contempt-of-court  charge. 

Here  are  some  tips  to  keep  in  mind  if 
a  subpoena  lands  on  your  desk; 

*  Tell  your  boss  immediately  and  con¬ 
tact  the  company’s  lawyer. 

*  Never  destroy  any  documents,  files, 
or  tapes  once  the  subpoena  has  been 
served. 

*  Do  not  comply  with  the  subpoena’s 
requests  until  a  lawyer  has  reviewed 
the  material. 

*  Know  your  publication’s  policy  re¬ 
garding  turning  over  unpublished 
material. 

*  Be  familiar  with  your  state’s  shield 
law.  It  may  protect  you  from  reveal¬ 
ing  certain  information,  like  confi¬ 
dential  sources. 

*  If  you  have  a  conflict  with  the  com¬ 
pany’s  course  of  action,  get  your  own 
attorney. 

Source:  Reporters  Committee  for  the  Freedom 
of  the  Press,  http://www.rcfp.com. 
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Society’s  on  the  move 

SPJ’s  new  Indianapolis  HQ  to  provide  room  for  growth 


by  Martha  L.  Stone 

The  Society  of  Professional  Jour¬ 
nalists  (SPJ)  will  move  its  headquar¬ 
ters  from  Greencastle,  Ind.,  to 
Indianapolis  by  July  2000,  citing  a  need  to 
be  located  in  a  larger  city  with  access  to  a 
greater  labor  pool  and  in  a  larger  facility 
where  it  can  expand  its  staff  of  15. 

SPJ  and  its  foundation,  Sigma  Delta 
Chi  (SDX),  will  pay  up  to  $1  million  to 
purchase,  build  out,  wire,  and  furnish 
their  new  digs  in  Indianapolis,  according 
to  SPJ  and  SDX  executive  director  Jim 
Gray.  One  feature  needed  beyond  its  pres¬ 
ent  5,000-square-foot  building  near  the 
DePauw  University  campus  in  Green¬ 
castle  is  extra  space  to  expand  its  staff 
and  to  hold  seminars  and  meetings  of  its 
constituency. 

The  building  purcha.se  will  mark  the 
first  time  in  its  90-year  history  that  SPJ 
has  owned  its  headquarters. 

“It  will  be  a  place  we  can  truly  call 
home  and  have  more  control  over  our 
destiny  and  not  be  subject  to  whims  of 
landlords,”  Gray  says.  “The  move  to 
Indianapolis  presents  an  opportunity  to 
SPJ  as  a  business  [to  build]  a  more  diverse 
labor  pool  to  recruit  from.  The  city  has 
become  an  important  hub  for  trade  and 
not-for-profit  centers,  and  a  center  for 
philanthropy.” 

The  vote  of  the  SPJ  board  at  a  special 
meeting  in  August  concluded  a  more 
than  yearlong  facilities-search  process, 
spurred  along  by  the  terms  of  the  current 
SPJ/SDX  lease,  which  expires  July  2000. 

By  spring  1999,  the  board  narrowed 
down  future-site  proposals  to  Indiana 
University/Purdue  University  of  Indiana¬ 
polis  (lUPUl)  and  Depauw  in  Greencastle. 
In  the  end,  both  proposals  were  rejected 
because  they  didn’t  meet  the  space 
requirements  of  the  board. 

But  portions  of  the  lUPUl  proposal 
remained  very  attractive  to  the  board, 
including  lUPUl’s  offer  to  extend  an 
“agency  agreement”  so  that  office  pur¬ 
chase  discounts,  university  health  insur¬ 
ance,  and  other  benefits  would  be  avail¬ 
able  to  SPJ  and  SDX. 

“I’m  delighted  that  they  are  going  to  be 
in  town.  I  think  it’s  a  good  decision,”  says 
Jim  Brown,  associate  dean  of  the  Indiana 
University  school  of  journalism.  “It’s  my 
understanding  they  still  want  to  do  the 

1  0 


agency  agreement.  We  will  be  eager  to 
help  them  out.” 

Although  Gray  was  unwilling  to  name 
the  building  the  group  is  interested  in, 
other  sources  say  the  free-standing  build¬ 
ing  is  15  minutes  from  the  lUPUl  campus 
in  downtown  Indianapolis,  along  one  of 
the  main  streets.  lUPUl  is  about  six  blocks 
from  downtown  Indianapolis. 

For  some,  the  move  to  Indianapolis  is 
bittersweet.  SPJ  and  SDX  are  steeped  in  90 
years  of  history,  with  the  former  bom  at 
DePauw  and  with  65  of  its  years  spent  in 
Chicago.  Nine  years  ago,  the  SPJ  board 
hurriedly  decided  to  move  to  Greencastle 
to  get  the  organization  back  on  its  fiscal 
feet.  Now  that  the  SPJ  and  SDX  budgets  are 
sound,  they  are  prepared  to  pay  cash  for  a 
building  in  Indianapolis. 

“We  have  mixed  emotions  about  leaving 
Greencastle.  No  matter  what  we’ve  decid¬ 
ed,  Greencastle  and  DePauw  will  always 
have  a  special  place  for  SPJ  and  SDX  be¬ 
cause  we  are  an  organization  that  respects 
and  honors  its  tradition,”  Gray  says. 

Indiana  law  makes  it  attractive  for 
not-for-profit  organizations  to  be  head¬ 
quartered  there,  by  not  requiring  pay¬ 
ment  of  sales  or  property  tax.  The  NCAA 
moved  its  headquarters  to  Indianapolis 


Times  Mirror 

Times  Mirror  Co.,  publisher  of  the 
Los  Angeles  Times,  says  it  plans  to 
sell  several  units,  sharpening  its 
focus  on  newspapers,  magazines,  and 
flight  information  services,  its  core  busi¬ 
nesses.  The  company  also  is  setting  up  an 
investment  fund  to  make  up  to  $500  mil¬ 
lion  in  equity  purchases. 

“The  anticipated  sales  will  result  in  a 
highly  focused  company  building  on  our 
core  strengths  in  newspapers,  [flight 
information  unit]  Jeppe.sen  Sanderson, 
and  magazines,”  chairman,  president,  and 
CEO  Mark  H.  Willes  says.  He  says  he 
expects  the  changes  to  boost  next  year’s 
eaming-per-share  rate  to  the  mid-teens. 

Times  Mirror  says  it  plans  to  sell 
AchieveGlobal,  its  troubled  training  com¬ 
pany;  the  Allen  Communications  soft-  : 
ware  company;  the  Stay  Well  health  infor¬ 
mation  company;  and  The  Sporting  News  \ 
magazine. 


to  avoid  the  taxes  on  not-for-profits. 

Howard  Dubin,  SDX  treasurer  and 
chairman  of  the  facilities  search  commit¬ 
tee,  says  the  past  three  executive  directors 
found  it  difficult  to  do  business  in  the 
small  town  because  it  is  hard  to  recruit 
staff  or  even  have  a  computer  fixed  or  get 
a  fast  Web  connection. 

“My  heart  is  still  in  Greencastle;  my 
head  is  in  Indianapolis,”  Dubin  says. 
“Indianapolis  is  a  very  desirable  place  to 
go  for  associations. 

“lUPUl  is  really  in  the  forefront  of  tech¬ 
nology  as  it  affects  journalism,”  Dubin 
says.  “We  feel  that  is  where  the  journal¬ 
ism  of  tomorrow  is  coming  out  of.” 

While  many  on  the  board  hope 
Indianapolis  will  be  the  final  stop  as  they 
build  equity  in  their  new  purchase,  there 
is  some  discussion  among  board  mem¬ 
bers  to  use  the  Indianapolis  move  as  a 
stepping  stone  to  move  to  a  larger  “media 
hub,”  such  as  Washington. 

SPJ  president-elect  Kyle  Niederpreum 
says  board  members  have  discussed  a 
possible  move  to  Washington  in  the  dis¬ 
tant  future.  The  roadblock  to  moving  to  a 
larger  market  is  the  high  cost  of  doing 
business. 

“It’s  change,  it’s  evolution  and  growth 
from  Chicago  to  Greencastle  to  In¬ 
dianapolis,”  Niederpreum  says.  “A  future 
move  [to  Washington]  isn’t  out  of  the 
realm  of  possibilities  ...  We’ll  take  small 
steps,  not  big  steps.”  Bi 


to  shed  units 

Times  Mirror  will  retire  a  portion  of 
the  shares  owned  by  the  Chandler  Trusts, 
its  biggest  shareholder,  to  maintain  a  bal¬ 
ance  between  public  and  Chandler  family 
ownership.  The  trust  will  reduce  its  vot¬ 
ing  control  to  65%  from  73%  while 
retaining  majority  ownership. 

Times  Mirror  and  the  trust  each  will 
contribute  $1.23  billion  in  assets  to  a 
fund  to  be  used,  in  part,  for  investments. 
Thomas  Unterman,  54,  Times  Mirror  ex¬ 
ecutive  vice  president  and  chief  financial 
officer,  will  run  the  fund.  He  will  remain 
CFO  through  the  end  of  1 999. 

The  deal  will  reduce  the  number  of 
common  shares  outstanding  and  cut  the 
company’s  common  dividend  payments. 

Times  Mirror  reported  earnings  from 
continuing  operations  rose  6%  in  1999’s 
second  quarter  to  $74.7  million.  Shares 
closed  at  61 'A  Sept.  3,  the  day  of  the 
announcement,  up  y/». 
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We  can  sell  your  newspaper 
as  professionally  as  you  run  it. 


W  hen  its  time  to  sell  your  company, 
you  want  the  process  to  reflect  your 
highest  standards  of  professionalism  and 
integrity.  That’s  the  only  way  to  maximize 
the  value  of  your  company  while  maintain¬ 
ing  its  core  values. 

As  the  leading  investment  bank  in  the  media, 
communications,  and  information  industries, 
Veronis,  Suhler  &  Associates  has  the  experi¬ 
ence  and  expertise  needed  to  sell,  value,  or 
refinance  your  company  in  a  manner  that 
achieves  your  highest  financial  goals  —  with¬ 
out  sacrificing  your  reputation  or  int^rity. 

•  We  are  brokers  with  years  of  experience 
selling  newspaper  properties  of  all  sizes  — 
including  major  and  small-market  dailies, 
suburban  and  alternative  weeklies,  legal 
publications,  and  business  journals. 


•  We  are  valuation  experts  with  a  reputation 
for  accuracy  and  int^rity. 

•  We  are  investment  bankers  who  offer 
newspaper  companies  a  broad  range  of 
financial  advisory  services,  including  mergers 
and  acquisitions,  debt  and  equity  financing, 
recapitalizations,  and  fairness  opinions. 

Our  team  of  professionals,  including 
two  managing  directors  dedicated  to  the 
newspaper  business,  represents  a  unique 
combination  of  senior  executives  from 
the  media  industry  and  lifelong  media 
and  communications  investment  bankers. 
Working  together,  we  maximize  the 
value  of  our  newspaper  clients’  businesses, 
from  multimillion  dollar  transactions  to 
sales  measured  in  billions. 


To  learn  more  about  our  firm  or  to  discuss  possible  initiatives 
in  complete  confidence,  contact: 


Veronis,  Suhler  &  Associates  Inc. 


350  Park  Avenue  •  New  York,  NY  10022  •  Tel  (212)  935-4990  •  Fax  (212)  935-0877 
Web  Site:  www.veronissuhler.com 
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Columnist  suspended 

Indianapolis  Star/News  TV  writer  admits  to  plagiarism 


by  Joe  Strupp 

The  Indianapolis  Star  and  News' 
decision  to  suspend  a  TV  columnist 
who  admitted  to  plagiarism  — 
instead  of  firing  him  outright  —  drew 
mixed  reactions  from  journal¬ 
ism  veterans. 

In  yet  another  instance  of  a 
major  newspaper  punishing  a 
staffer  for  an  ethical  breach,  the 
Star! News  suspended  1 3-year 
TV  writer  Steve  Hall  Aug.  27 
for  submitting  an  article  that 
came  from  another  news 
source. 

Executive  editor  Frank 
Caperton  says  Hall  was  sus¬ 
pended  without  pay  for  three  weeks  and 
will  be  reassigned  to  another,  noncolumn 
beat  upon  his  return. 

Industry  observers  differ  in  their  re¬ 
sponses  to  the  punishment,  with  some 
saying  suspension  is  enough  and  others 
saying  such  an  ethical  miscue  deserves  an 
outright  dismissal. 

“In  my  journalistic  upbringing,  know¬ 
ingly,  willingly,  and  wantingly  plagiariz¬ 
ing  is  a  fireable  offense,”  says  Bill 
Drummond,  a  professor  at  the  Graduate 
School  of  Journalism  of  the  University 
of  California  at  Berkeley.  “This  seems 
light,  and  it  seems  like  there  has  been 
kind  of  a  double  standard  for  columnists 
and  reviewers,  compared  to  actual 
reporters.” 

But  others,  such  as  Tom  Goldstein, 
dean  of  the  Graduate  School  of  Jour¬ 
nalism  at  Columbia  University,  say  some¬ 
one  who  admits  the  mistake  and  has  no 
previous  record  of  deceit  should  be  given 
a  second  chance. 

“It  seems  like  a  sensible  punishment,” 
says  Goldstein.  “He  ’fessed  up,  and  it 
seems  like  an  isolated  incident.  It  is  cer¬ 
tainly  a  serious  infraction,  but  you  have  to 
look  at  all  the  circumstances.” 

Wendy  Myers,  president  of  the  Society 
of  Professional  Journalists,  agrees. 
“Three  weeks  without  pay  is  a  pretty 
serious  punishment,”  she  says.  “I’m  sure 
they  will  make  sure  this  doesn’t  happen 
in  the  future.” 

Caperton  says  Hall  was  suspended 
shortly  after  editors  noticed  that  a  story 
submitted  by  him  for  publication  two 
weeks  ago  was  “strikingly  similar”  to 
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one  written  by  a  writer  at  another  news¬ 
paper  and  distributed  by  a  wire  service. 

Caperton  would  not  say  what  the  story 
was  about,  or  where  it  was  originally  pub¬ 
lished  but  says  Hall’s  version  did  not  run. 

“We  didn’t  publish  it,  so  I  don’t  think 
it’s  anybody’s  business”  where 
it  came  from,  Caperton  says.  “It 
was  about  a  national  tv  topic, 
and  when  one  of  our  editors 
took  a  look  at  it,  they  became 
suspicious,  and  there  wasn’t 
much  doubt  about  it.” 

When  asked  if  he  had  lifted 
the  story.  Hall  admitted  plagia¬ 
rizing  and  was  immediately  sus¬ 
pended,  Caperton  says. 

“We  could  have  fired  him, 
but  we  believed  we  could  do  this  without 
a  career  death  penalty,”  he  says.  “He  has 
been  a  terrific  staffer,  and  he  did  not  try 
to  cover  this  up.  It  was  our  intention  to 
make  clear  that  this  is  not  acceptable,  but 
that  it  must  be  dealt  with  in  a  measurable 
and  appropriate  way.” 

Boosting  the 

by  Mark  Fitzgerald 

The  Association  of  Hispanic  Adver¬ 
tising  Agencies  (ahaa)  is  launch¬ 
ing  a  $5-million  broadcast  and 
print  campaign  urging  Latino  citizens  to 
register  and  vote  in  the  2000  elections. 

“VOTO,”  as  the  campaign  is  called,  is 
intended  to  boost  Hispanic  voting  power 
in  the  16  states  with  significant  Hispanic 
populations.  Those  states  account  for  299 
electoral  votes  —  29  more  than  needed  to 
win  a  presidential  election.  About  8  mil¬ 
lion  Hispanic  Americans  are  registered  in 
those  states,  but  U.S.  Census  Bureau  fig¬ 
ures  suggest  there  are  a  potential  5.4  mil¬ 
lion  voters  who  are  not  yet  registered,  says 
Aida  Levitan,  president  of  the  Miami- 
based  Sanchez  &  Levitan  ad  agency. 

Newspapers  committed  to  running  ads 
in  the  print  campaign  are  the  dailies  La 
Opinion-,  el  diario/La  Prensa  in  New  York; 
and  The  Miami  Herald  and  El  Nuevo 
Herald-,  as  well  as  the  weekly  La  Raza  in 
Chicago,  says  Paul  Casanova  of  Pendrill 
Publicidad,  which  developed  the  print  ads. 


StarINews  officials  first  announced 
Hall’s  suspension  with  a  statement  on 
the  newspaper’s  Web  site  Aug.  27  that 
also  was  published  in  the  Aug.  28  print 
edition. 

“StarINews  editors  are  deeply  troubled 
by  Hall’s  action.  A  cardinal  rule  in  news¬ 
rooms  is  that  what  appears  under  our 
name  is  our  own  work,”  the  statement 
says.  “All  of  us  —  including  Steve  Hall 
—  know  that  our  readers’  trust  in  us 
depends  on  truth-telling  and  honesty.” 

Hall  could  not  be  reached  for  com¬ 
ment,  but  the  statement  about  his  firing 
quotes  him  as  saying,  “because  of  time 
pressures,  I  made  a  stupid  mistake  and 
violated  a  sacred  law  of  our  profession.  I 
apologize  to  our  readers  and  my  family, 
co-workers,  and  friends.” 

Hall’s  suspension  comes  just  a  week 
after  The  Arizona  Republic  fired  colum¬ 
nist  Julie  Amparano  (see  story,  p.  16)  for 
failing  to  prove  the  existence  of  sources 
quoted  in  her  column. 

Just  a  few  months  ago,  reporter  Kim 
Stacy  of  the  Owensboro  (Ky.)  Messenger- 
Inquirer  {E&P,  May  15,  p.  19)  lost  her  job 
for  making  up  stories  about  a  battle  with 
cancer  for  a  special  Sunday  column  writ¬ 
ten  at  the  request  of  her  editors. 

Latino  vote 

The  print  campaign  will  also  run  in 
Hispanic-interest  magazines  including 
Vista,  People  en  Espahol,  and  Miami 
Mensual. 

Univision  and  Telemundo,  the  two  big 
Spanish-language  TV  networks,  each  have 
committed  substantial  free  time  to  air  the 
two  commercials  produced  by  ahaa.  Both 
TV  spots  feature  humorous  situations  on  the 
theme,  “If  you  don’t  choose,  someone  will 
choose  for  you.” 

In  one,  a  young  Hispanic  couple  about 
to  be  married  in  a  civil  ceremony  are  told 
by  the  judge  how  many  children  they  will 
have,  where  the  honeymoon  will  be,  and 
how  long  it  will  last. 

The  high  profile  of  the  launch,  at 
ahaa’s  seventh  semiannual  meeting  in 
Chicago,  was  underscored  by  videotaped 
greetings  from  Republican  presidential 
hopeful  George  W.  Bush  and  a  letter  from 
Vice  President  A1  Gore,  a  Democratic 
candidate,  that  was  read  by  former  U.S. 
Housing  and  Urban  Development  secre¬ 
tary  Henry  Cisneros.  Cisneros  is  now 
president  of  Univision. 
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Meet  the  shaftless  NP1280. . . 
It  takes  their  news  personallvL 


We  designed  the  new  Heidelbeig  NP1280  Packaging  System  for  the  high  production  realities  your  mailroom  crews  face 

today  ...and  for  the  more  specific  zoning  demands  your  markets  will  be  making  tomorrow.  So  the  NPl  280  lets  you  appeal 
to  the  masses  with  a  30,000  copy  per  hour  run  rate,  simplified  operation  and  reduced  maintenance  requirements.  And  it 
equips  you  to  package  each  paper  more  personally,  so  your  advertisers  can  better  target  your  readers.  With  independent  shaftless 
hof^xjis  that  allow  fully  automatic  zone  changes  at  lull  ^reed,  the  NP1280  is  the  most  powertul  -  and  personal  -  choice  fw  your 
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NEWS 

Negotiations  hit  ‘Wali’ 

Labor  pains  continue  at  Dow  Jones  &  Co. 


by  Lucia  Moses 

Dow  Jones  &  Co.’s  labor  problems 
aren’t  over  yet.  Details  of  a  pro- 
prosed  retirement  plan  continue  to 
hold  up  contract  negotiations  at  the  com¬ 
pany,  where  employees  have  been  work¬ 
ing  without  a  contract  since  labor  nego¬ 
tiators  failed  to  agree  on  a  new  three-year 
contract  by  an  Aug.  3 1  midnight  deadline. 

The  last  contract  expired  in  April  and 
was  extended  twice,  through  Aug.  31. 
With  significant  progress  made,  both 
sides  expressed  optimism  about  reaching 
an  agreement  soon.  The  next  talks  are  set 
for  Sept.  9  and  Sept.  15. 

Dow  Jones,  which  publishes  The  Wall 
Street  Journal,  has  been  trying  to  scale 
back  its  longstanding  profit-sharing  plan, 
which  gives  employees  up  to  15%  of  their 
annual  pay  with  no  required  match. 

The  proposed  cutbacks  prompted  a 
group  of  unhappy  employees  to  protest 


at  the  company’s  annual  meeting  in 
April.  The  Independent  Association  of 
Publishers’  Employees  (iape),  an  affili¬ 
ate  of  the  Communications  Workers  of 
America,  agreed  to  an  employee  match 
but  is  holding  out  for  a  higher  company 
fixed  contribution. 

IAPE  represents  about  2,400  Dow  Jones 
advertising,  editorial,  technology  opera¬ 
tions,  clerical,  press,  mailroom,  and  main¬ 
tenance  employees,  or  45%  of  the  compa¬ 
ny,  excluding  the  Ottaway  Newspapers 
Inc.  division,  which  is  covered  by  a  sepa¬ 
rate  retirement  plan. 

Dow  Jones  proposes  a  fixed  company 
contribution  of  7%  of  an  employee’s  pay 
and  a  dollar-for-dollar  match  to  a  40 IK 
account,  up  to  4%  of  an  employee’s  pay. 

The  company  also  proposes  a  new 
gain-sharing  plan  that  generally  would 
pay  employees  up  to  4%  more  than  their 
annual  pay  in  years  when  the  company’s 
earnings  go  up  more  than  15%  over  the 


previous  year.  The  company  says  the  pro¬ 
posed  gain-sharing  plan  would  have  paid 
out  cash  in  seven  of  the  past  1 8  years. 

“We  think  this  plan  is  creative  and  gen¬ 
erous.  It  serves  the  interests  of  both 
employees  and  shareholders,”  company 
president  and  CEO  Peter  Kann  and  execu¬ 
tive  vice  president  Peter  Skinner  say  in  an 
Aug.  3 1  letter  to  employees. 

The  union  wants  a  higher  fixed  con¬ 
tribution  of  10.5%,  arguing  that  some 
employees  can’t  afford  to  contribute  a 
matching  amount. 

“Everything  else  is  nice,  but  it’s  frost¬ 
ing,”  says  Ron  Chen,  IAPE  president.  “The 
foundation  of  all  of  that  good  stuff  has  to 
be  a  floor  that  takes  care  of  all  our  people.” 

Chen  says  the  current  profit-sharing 
plan  is  offset  by  lower  pay  compared  with 
what  peer  companies  offer,  and  cutting 
benefits  will  drive  talent  elsewhere. 

Dow  Jones  spokesman  Richard  Tofel 
says  the  proposed  plan  is  still  as  good  or 
better  than  what  competitors  offer.  “In 
general,  we  think  our  wages  are  quite 
competitive,  and  the  surest  proof  is  how 
few  people  leave  here  to  make  money  at 
our  competitors. 

For  wage  increases,  Dow  Jones  is 
offering  6%  over  the  three-year  contract, 
which  it  says  is  consistent  with  recent 
newspaper  industry  settlements.  The 
union  is  seeking  1 1%. 

Union  members  got  11%,  1 2%,  and 
15.5%  raises  in  the  previous  three  con¬ 
tracts,  negotiated  in  1996,  1993,  and 
1990,  respectively.  §■ 

More  filling, 
less  flavor? 

Today’s  newspapers  are  crammed  with 
more  stories  than  they  were  a  generation 
ago,  but  readers  are  likely  to  find  less 
local  flavor.  That’s  one  of  the  conclusions 
of  a  study  of  how  U.S.  newspapers  have 
changed  over  the  past  35  years,  whose 
results  were  published  in  the  September 
issue  of  American  Journalism  Review. 

University  of  Maryland  journalism 
professor  Carl  Sessions  Stepp  and  other 
researchers  analyzed  400  issues  from  10 
newspapers  in  1963-64  and  in  1998-99. 
The  idea  was  to  see  how  papers  have 
evolved  since  Vietnam  and  Watergate. 

Stepp  says  while  today’s  papers  are  bet¬ 
ter  written,  designed,  and  packaged,  some¬ 
thing  seems  to  be  missing.  “It  is  hard  not  to 
conclude  that  modem  papers  are  less  fla¬ 
vorful,  less  surprising,  and  —  distressingly 
—  less  imbued  with  a  distinctive  sense  of 
place,”  he  writes.  —  Lucia  Moses 


200  SEATS? 
BASEVIEW? 
YES,  BASEVIEW. 


Think  Baseview  can’t  handle  the  big  sites?  Think  again.  Portugal’s  Edipresse 
did.  Edipresse  installed  a  Baseview  system  with  200  seats,  our  largest  site 
to  date.  The  same  attention  and  service  we’ve  always  brought  to  small 
papers  is  ready  for  the  large  sites.  Whether  you  run  a  community  paper 
or  a  metro  daily,  Baseview  has  the  system  you  need. 

Baseview  . . . 

O  l-UVRRW 

A  Horns  SyMms  Campany 

734.662.5300  nnarkeling@baseview.com  www.baseview.com 

ADVERTISING  •  EDITORIAL  •  CIRCULATION  •  INTERNET 


1  4 


EDITOR  A  PUBLISHER  /  SEPTEMBER  4,  1999 


www.mediainfo.com 


^7  Providing  - 

reace-or-Mma 


FOR 


Working  Parents 


%  Cascade 

hildren's  Corner 


At  the  Seattle  Times  Company,  we're  committed  to  ensuring  work¬ 
place  satisfaction  for  our  employees.  This  commitment  includes  providing  support 
to  working  parents.  We've  received  national  recognition  for  our  efforts  by  being 
named  one  of  the  "100  Best  Companies  for  Working  Mothers"  by  Working 
Mother  magazine  nine  years  in  a  row.  In  Washington  State,  we  have  been  honored 
with  the  Governor's  Award  and  the  Leadership  Award  for  our  child  care  program, 
which  we  first  opened  12  years  ago. 

We've  recently  celebrated  the  opening  of  our 

new  child  care  center,  located  just  one  block  from  the 
Times'  main  office.  This  state-of-the-art  facility  features 
child-friendly  amenities  like  trough-style  sinks  mounted 
at  child-height,  sensor-operated  faucets  in  bathrooms  and 
an  outdoor  play  area  with  a  tricycle  track.  Its  innovative 
design  incorporates  vaulted  ceilings,  balconies,  bridges  and 
skylights.  The  center,  operated  by  Cascade  Children's 
Corner,  provides  high-quality  child  care  to  more  than  100  children  whose  parents 
work  at  the  Times,  as  well  as  throughout  the  community. 

The  Times'  support  of  Cascade  Children's  Corner  serves  as  a  model  for 
successful  community/business  partnerships,  and  reinforces  another  of  our  long¬ 
standing  commitments — supporting  projects  and  partnerships  that  strengthen 
families  and  neighborhoods. 
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NEWS 

Who  told  you  that? 


Arizona  columnist’s  firing 

by  Joe  Strupp 

When  The  Arizona  Republic  fired 
columnist  Julie  Amparano 
recently  after  she  failed  to  prove 
the  existence  of  nearly  a  dozen  sources, 
industry  observers  branded  the  39-year- 
old  writer  an  embarrassment  to  journalism 
and  another  in  a  string  of  reporters  who 
have  crossed  the  ethical  line. 

But  the  case  of  Amparano,  who  was 
dismissed  last  month  after  being  given  24 
hours  to  produce  the  sources,  also  raises 
the  question  of  how  much  information 
reporters  need  to  obtain  from  those  they 
interview  to  prove  their  existence. 

While  most  would  agree  with  Ampara- 
no’s  contention  that  not  all  reporters  veri¬ 
fy  the  exact  identity  of  every  person  they 
interview  —  especially  in  “man-on-the- 
street”  pieces  —  the  idea  that  a  reporter  is 
not  able  to  prove  the  existence  of  a  source 
quoted  in  a  story  is  a  valid  cause  for  con¬ 
cern,  according  to  journalism  veterans. 

“The  responsibility  of  the  journalist  is 
to  know  who  the  person  is  that  they  are 
interviewing  and  be  able  to  find  them 
later  on,”  says  Steve  Geimann,  a  veteran 
Washington  journalist  and  chair  of  the 
Society  of  Professional  Journalists’  ethics 
committee. 

“But  it  is  excessive  to  expect  reporters 
to  do  an  identity  check  on  everyone  they 
talk  to.  I  think  expecting  reporters  to 
check  IDS  against  dmv  [Department  of 
Motor  Vehicles]  records  goes  too  far.” 

But  others,  such  as  Keith  Woods,  who 
teaches  media  ethics  at  the  Poynter  Insti¬ 
tute  for  Media  Studies  in  St.  Petersburg, 
Fla.,  say  accountability  and  precision  are 
such  important  facets  of  journalism  that 
every  effort  to  confirm  a  source’s  identity 
is  critical. 

“It  is  reasonable  to  expect  that  some  of 
the  people  you  contact  for  stories  provide 
phone  numbers  and  names,”  says  Woods. 
“When  you  don’t,  it  is  reasonable  for  edi¬ 
tors  to  become  suspicious.  It  is  prudent  to 
keep  that  kind  of  paper  trail.” 

Amparano  was  fired  Aug.  20  after  a 
two-day  editorial  review  of  her  columns 
failed  to  prove  the  existence  of  some 
sources. 

The  review  began  after  co-workers 
speculated  that  Amparano  might  have 
made  up  sources’  names.  One  red  flag  was 
raised  when  a  person  named  “Jennifer 

1  6 


raises  sourcing  questions 

Morgan”  appeared  in  two  columns  with 
different  occupations  listed.  A  further 
review  showed  that  the  same  woman  was 
mentioned  in  two  previous  stories  Ampa¬ 
rano  had  written  as  a  reporter  in  the  past, 
which  listed  the  woman  with  still  other 
occupations. 

In  the  end,  20  sources  could  not  be 
found  or  substantiated,  according  to 
Republic  editors.  They  say  15  of  those 
names  were  turned  over  to  a  private 
investigator,  who  found  that  1 1  could  not 
be  traced. 

Ray  Wilkerson,  assistant  managing  edi¬ 
tor  at  The  Daily  Oklahoman  in  Oklahoma 
City,  says  any  reporter  or  columnist  who 
cannot  prove  his  or  her  sources  should  be 
held  accountable,  no  matter  what  the  story. 

“It’s  an  absolute  follow-through  re¬ 
quest,”  says  Wilkerson.  “If  people  are 
talking  to  you,  most  would  be  willing  to 
share  that  kind  of  information.  If  they 
won’t,  there  are  a  lot  more  people  on  the 
street”  to  interview. 

But  John  V.R.  Bull,  ombudsman  for 
The  Philadelphia  Inquirer,  says  the  de¬ 
mand  for  source  information  should  vary 
depending  on  the  story.  “If  you  quote 
someone,  you  need  to  get  their  name  and 


Lee,  Liberty 
to  swap  papers 

Liberty  Group  Publishing  plans  to 
expand  its  western  Illinois  cluster  with 
the  purchase  of  two  newspapers  from  Lee 
Enterprises. 

Liberty  has  agreed  to  buy  the  Kewanee 
Star  Courier,  daily  circulation  6,000,  and 
the  weekly  Aledo  Times  Record,  both  in 
Illinois.  The  deal  also  includes  a  shopper 
in  Geneseo,  Ill.,  and  The  Ottumwa  Couri¬ 
er  in  Iowa,  daily  circulation  18,000. 

In  exchange,  Lee  will  get  the  Beatrice 
(Neb.)  Daily  Sun,  circulation  8.200,  and 
an  undisclosed  amount  of  cash.  Lee  antic¬ 
ipates  a  one-time  gain  from  the  sale. 

Kenneth  L.  Serota,  president  and  chief 
executive  of  Liberty,  says  The  Ottumwa 
Courier  will  become  Liberty’s  biggest 
daily  newspaper  and  provide  a  strategic 
entry  into  Iowa. 

Lee  president  and  CEO  Richard  D. 
Gottlieb  says  the  trade  will  strengthen 


where  they  live,”  he  says.  “But  it  might  be 
too  much  to  ask  them  to  pull  out  a  driver’s 
license.  Especially  when  you  get  into 
columns,  it  can  get  murky.” 

Steve  Coll,  managing  editor  for  The 
Washington  Post,  agrees.  “It  depends  on 
the  context  a  lot,”  he  says.  “Should  every 
reporter  in  every  case  be  able  to  prove  the 
existence  of  every  source?  No.  You  have 
to  use  common  sense.” 

The  Society  of  Professional  Journalists 
Code  of  Ethics,  considered  by  many  in 
the  industry  to  be  a  basis  for  ethical  direc¬ 
tion,  does  not  specifically  address  the 
issue  of  confirming  source  identities.  The 
only  advice  it  offers  in  that  regard  is  to 
“test  the  accuracy  of  information  from  all 
sources  and  exercise  care  to  avoid  inad¬ 
vertent  error.” 

The  code  also  says  to  “identify  sources 
whenever  feasible”  and  “recognize  that 
private  people  have  a  greater  right  to  con¬ 
trol  information  about  themselves  than  do 
public  officials.” 

Amparano,  who  has  hired  an  attorney 
to  prepare  a  defamation  suit  against  the 
Republic,  says  she  is  attempting  to  track 
down  and  prove  the  existence  of  each 
source  and  vows  to  clear  her  name. 

In  a  column  published  Aug.  29,  Re¬ 
public  ombudsman  Richard  de  Uriarte 
writes  that  20  people  phoned  him  with 
comments  about  the  firing,  most  support¬ 
ing  the  decision. 


Lee’s  position  in  Lincoln,  Neb.,  where 
Lee  owns  the  Lincoln  Journal  Star,  and 
take  advantage  of  a  $30  million  printing 
facility  under  construction  at  the  Star, 
plus  other  operating  efficiencies. 

—  Lucia  Moses 

Journal  Register 
buys  Conn,  mag 

Journal  Register  Co.  has  bought 
Connecticut  Magazine  from  Communi¬ 
cations  International  Inc.  to  complement 
its  Connecticut  cluster. 

The  Trumbull-based  monthly  maga¬ 
zine  was  founded  in  1980  and  has  a  cir¬ 
culation  of  88,639.  It  covers  politics, 
business,  entertainment,  and  culture. 

Based  in  Trenton,  N.J.,  Journal 
Register  publishes  25  U.S.  daily  newspa¬ 
pers,  including  five  dailies  in  Connecticut 
with  a  total  daily  circulation  of  158,000. 
Its  flagship  is  the  New  Haven  (Conn.) 
Register.  —  Lucia  Moses 
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Iowa  City’s  war  zone 

Cedar  Rapids  daily  ventures  into  enemy  territory 


by  Joe  Strupp 


When  you  think  of  cities  with 
great  newspaper  wars,  which 
come  to  mind? 

Denver?  New  York?  Philadelphia? 

How  about  Iowa  City,  Iowa? 

In  just  the  past  few  weeks,  this  munici¬ 
pality  of  65,000  has  found  itself  in  the 
middle  of  a  major  newspaper  battle,  pitting 
a  longtime  local  daily  against  the  expand¬ 
ing  efforts  of  its  nearest  out-of-town  rival. 

“We  have  an  old-fashioned  newspaper 
war  going  on  here,”  says  John  Soloski, 
director  of  journalism  and  mass  commu¬ 
nications  at  the  Iowa  City-based  Uni¬ 
versity  of  Iowa. 

The  battle  lines  were  drawn  last  week 
when  the  Iowa  City  Press-Citizen,  a 
15,000-daily-circulation  paper  owned  by 
Gannett  Co.  Inc.,  launched  its  first 
Sunday  edition  Aug.  29.  The  new  Sunday 
paper  is  drawing  further  attention  because 
it’s  wrapped  around  the  state  edition  of 
the  Sunday  Des  Moines  (Iowa)  Register, 
another  Gannett  paper. 

“It’s  a  tremendous  bonus  for  our  read¬ 
ers,”  says  Charles  Wanninger,  publisher  of 
the  150-year-old  Pre5s-Cmzen. 

Just  days  before  the  new  Sunday  Press- 
Citizen  hit  newsstands.  The  Gazette  of 
neighboring  Cedar  Rapids  announced  it 
will  launch  a  new  Iowa  City  edition  under 
a  remodeled  Iowa  City  Gazette  flag. 

The  new  edition  will  draw  heavily  on 
The  Gazette's  Iowa  City  bureau,  which 
has  been  open  since  1981  and  will  double 
in  staff  size,  from  six  to  12  employees. 
The  new  edition  is  expected  to  hit  news¬ 
stands  Sept.  19. 

“It’s  a  logical  progression,”  says  Dale 
Larson,  vice  president  for  newspaper  and 
magazine  publishing  for  Gazette  Com¬ 
munications,  which  owns  the  newspaper 
and  several  other  media  properties.  “We 
are  going  to  be  modifying  our  whole 
approach  to  coverage.” 

Larson  says  the  67,0(X)-daily-circulation 
Gazette,  which  claims  about  5,500  daily 
and  about  10,500  Sunday  readers  in  Iowa 
City,  hopes  to  add  more  than  1 ,000  readers 
at  the  beginning  of  the  new  edition.  He 
declines  to  say  how  much  the  paper  plans 
to  invest  in  the  new  venture. 

Both  The  Gazette  and  the  Press-Citizen 
say  the  expansion  efforts  are  aimed  at 
drawing  readers  and  advertisers  at  a  time 


when  Iowa  City,  and  surrounding 
Johnson  County,  have  seen  significant 
retail  and  population  growth. 

U.S.  Census  Bureau  data  say  the  coun¬ 
ty’s  population  has  ^ 
increased  from  about  I-  a 
80,0(X)in  1980toan  / 
estimated  120,000 
today.  In  addition, 

retail  business  —  ~  *0‘(i|n  • 


IOWA  CITY 


spurred  by  last  year’s  opening  of  a  new 
mall  —  has  boomed. 

“There  is  money  to  be  made  here;  the 
economy  is  very  good,”  says  Soloski. 

Bill  Monroe,  executive  director  of  the 
Iowa  Newspaper  Association,  agrees. 
“The  competition  between  The  Gazette 
and  the  Press-Citizen  has  been  heating 


up  over  [recent]  years,”  Monroe  says. 

But  the  two  daily  papers  are  not  the 
only  sources  of  news  for  the  Iowa  City 
community.  In  addition  to  The  Daily 
Iowan  —  the  campus  newspaper  distrib¬ 
uted  to  all  21,000  University  of  Iowa  stu¬ 
dents  —  local  residents  also  receive 
same-day  editions  of  The  Des  Moines 
Register,  the  Davenport,  Iowa,  Quad-City 
Tunes,  the  Chicago  Tribune,  and  The  New 
York  Times,  according  to  Wanninger. 

“The  entire  landscape  for 
daily  newspapers  has 
/  changed  in  Iowa  City,” 
says  Wanninger,  who  notes 
?  he  has  not  decided  how  he 

will  counter  the  new  Gazette 
^  edition  and  adds  he  believes 
readers  will  continue  to  turn  to  the  local 
Press-Citizen  for  coverage.  “I  have  not 
seen  [the  new  Gazette  edition]  yet,”  he 
says.  “They  have  been  here  in  the  past,  so 
this  is  not  new,  just  an  expansion.” 

Gazette  Communications  remains  one 
of  the  most  locally  dominant  media  com¬ 
panies  in  the  country,  with  a  daily  news¬ 
paper,  a  TV  station,  a  news  radio  station, 
two  bimonthly  magazines,  a  weekly  farm¬ 
ing  publication,  several  free  weekly  publi¬ 
cations,  and  a  number  of  Web  sites.  ■■ 


What’S  in  a  name? 

The  News,  by  any  other  name,  would  avoid  a  lawsuit 


by  Mark  Fitzgerald 

Your  Hometown  Newspapers  Inc., 
which  publishes  10  free-distribu- 
tion  papers  in  Dade  County,  Fla., 
under  the  names  Community  Newspapers 
and  Community  News,  is  suing  a  Sun- 
Sentinel  sister  company  for  starting  a 
chain  of  newspapers  with  the  name 
Community  News. 

In  early  August,  South  Rorida  News¬ 
paper  Network  (sfnn)  began  distributing 
free  weeklies  in  the  Miami-Dade  area 
under  the  name  Sun-Sentinel  Community 
News  Group.  Your  Hometown  claims 
SFNN  —  owned,  like  the  daily  Sun-Sentinel 
in  Fort  Lauderdale,  by  the  Tribune  Co.  — 
is  intentionally  mimicking  the  names  of 
the  Community  Newspapers  that  it  has 
been  distributing  for  more  than  three 
decades. 

“We  have  dozens  of  witnesses,  we  get 
two  to  five  more  every  day,  who  say  they 
were  not  just  confused  but  misled  by 
SFNN  salespeople,”  says  Michael  Miller, 


executive  editor  and  president  of  Your 
Hometown. 

SFNN  newspapers  have  even  turned  up 
in  Community  Newspaper  news  racks, 
says  Miller,  who  owns  Your  Hometown 
along  with  his  brother  Grant  Miller. 

At  a  scheduled  Sept.  28  hearing  in 
Miami-Dade  County  Circuit  Court,  Your 
Hometown  will  seek  a  temporary  injunc¬ 
tion  to  stop  SFNN  from  using  the  Com¬ 
munity  News  name  while  it  pursues  its 
lawsuit  for  trademark  infringement  and 
unfair  competition. 

Michael  Miller  says  his  company 
asked  SFNN  not  to  use  the  Community 
News  name  before  it  launched  the  papers 
because  readers  and  advertisers  could  be 
misled  by  the  name.  He  says  sfnn  presi¬ 
dent  Scott  Patterson  responded  by  letter, 
saying  he  “would  be  surprised  if  actual 
consumer  confusion  would  occur.” 

Patterson  did  not  return  a  phone  mes¬ 
sage  seeking  comment  on  the  lawsuit. 
Michael  Miller  says  his  company  is  gear¬ 
ing  up  for  a  long  fight  with  SFNN. 
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DYC/Kinyo  Delivers  Superior  Printing  Blankets 
to  the  Newspaper  Indushy 


Introducing  the  NP-99  Newspaper  Blanket 


The  NP-99  is  a  4-ply,  .083” 
no  pack  blanket  designed 
for  use  on  aU  newspaper 
presses,  especially  older 
vintage  Goss  Metros, 
Metroliners,  Urbanites 
and  Community  presses 
where  controlled  feed 
is  required.  This  no 
pack  blanket  with  its 
revolutionaiy  new 
compressible  layer  will 
compensate  for  blanket 
overfeeds.  It  features 
excellent  release  char¬ 
acteristics  and  provides 
unmatched  durability 
for  long  runs  between 
blanket  changes.  It  features 
a  uniform  unique  construc¬ 
tion,  with  a  closed  microcell 
compressible  layer,  as  well 
as  a  high  tensile,  smash 
resistant  backing. 


Features  &  Benefits: 

■  Consistent  gauge  control 

■  Ground  Surface  for 
Optimum  Ink  Transfer 

■  Excellent  solid  coverage/ 
dot  reproduction 

■  No  Overfeed 

■  Smash  resistant/ 
High  tensile  backing 

■  Easy  installation  and 
wash-up  (100%  clean 
surface) 

■  Longer  blanket  life 

Consistent,  Superior 
Quality  Guaranteed 

Call  800-446-8240 

For  A  No  Obligation 
Trial  Offer. 

Fax:  757-486-5689 
E-Mail:  gd@d-y-c.com 

Glenpointe  Centre  West 
500  BVank  W.  Burr  Blvd. 
Teaneck,  NJ  07666 


DYC  Supply  Co. 
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‘Go  West,  America’ 

CNPA  hopes  young  conference  has  the  right  stuff 


by  Mark  Fitzgerald 

It’s  tempting  to  call  this  a  critical  year 
for  the  America  West  Regional  News¬ 
paper  Operations  and  Technology 
Conference.  But  when  a  show  is  this 
young,  they  are  all  critical  years. 

“We  figured  when  we  started  this  that 
it  would  take  five  or  six  years  for  it  to  get 
going.  And  we’re  on  track  for  that,”  says 
Jack  Bates,  executive  director  for  the 
California  Newspaper  Publishers  Asso¬ 
ciation  (CNPA).  “It’s  gotta  grow  —  and  it 
is  growing.” 

CNPA  started  America  West  in  1996,  two 
years  after  the  final  collapse  of  the  Western 
Newspaper  Production  Conference.  By 
1993,  the  Western  show  had  declined  to 
the  point  that  vendors  far  outnumbered 
newspaper  production  attendees.  The  next 
year,  a  planned  conference  in  San  Diego 
was  canceled  due  to  lack  of  interest. 

America  West  got  something  of  a  run¬ 
ning  start  in  its  first  three  years  because 
the  industrywide  Nexpo  shows  those 
years  were  held  in  the  South  instead  of 
Las  Vegas.  America  West  hit  a  high-water 
mark  last  year  because  it  was  held  in  con¬ 
junction  with  the  National  Newspaper 
Association  (nna)  convention. 

Vendors,  who  have  made  America  East 
in  Hershey,  Pa.,  a  successful  show  year 
after  year,  were  looking  for  a  Western 
equivalent. 

“As  long  as  there  is  a  show  in  the  West, 
you  go,”  says  Carl  Ban,  director  of  mar¬ 
keting  services  for  GMA/Muller  Martini. 
“It  allows  us  to  focus  on  the  Western  geo¬ 
graphical  area  and  see  key  people  in  the 
area.”  But  this  summer’s  Nexpo  was  in 
Vegas,  and  next  year  the  Newspaper 
Association  of  America  show  will  be  in 
San  Francisco.  This  fourth  America  West 
will  take  place,  as  always,  in  Reno,  Nev., 
at  John  Ascuaga’s  Nugget,  Oct.  6-8.  Is  it 
all  too  much  of  a  Western  focus? 

“Nexpo  is  so  different,”  Bates  says. 
“They’re  throwing  in  everything  but  the 
kitchen  sink,  in  terms  of  programming.  At 
America  West  or  America  East,  you  can 
have  an  8-foot-by-  10-foot  booth.  In  Nexpo. 
you  get  lost.  Vendors  tell  me  it’s  Just  easier 
to  see  their  [customers]  in  our  show.” 

Indeed,  where  press  and  postpress  ven¬ 
dors  bring  their  big  iron  and  introduce 
new  products  at  Nexpo,  they  generally 


limit  their  presence  at  America  West  to 
videos,  handouts,  and  small  booths. 
America  West’s  modest  size  is  its  most 
important  virtue,  cnpa’s  Bates  suggests. 
“We  think  Reno  is  the  right  place.  It’s  $85 
a  room  with  a  $5  steak.  And  on  the  West 
Coast  you  Just  can’t  find  that.” 

That  low  cost  keeps  Pongrass  News¬ 
paper  Systems  coming  back,  says  Cas¬ 
sandra  Meyer,  president  and  CEO  of 
Cipher  Consulting  Co.  of  Sacramento, 
Calif.,  which  works  with  the  Sydney, 
Australia-based  front-end  systems  ven¬ 
dor.  “I  think  the  show  is  still  a  little 
sparsely  attended,”  Meyer  says. 

With  the  NNA  convention-goers  gone 


by  Jim  Rosenberg 

Just  a  few  years  ago,  NT  was  the  Next 
Thing  at  Nexpo.  The  industrial- 
strength  Windows  operating  system 
for  networked  servers  and  PCs  quickly  be¬ 
came  the  platform  of  choice  for  a  variety 
of  publishing  systems. 

This  year,  Linux  began  creeping  into 
products  of  all  sorts.  Open  to  development 
and  improvement  by  anyone  since  it  was 
first  published  in  the  early  1990s  by 
Finnish  college  student  Linus  Torvalds,  the 
Unixlike  operating  system  can  be  down¬ 
loaded  free  from  the  Internet  or  purchased 
from  firms  like  Red  Hat  in  versions  pack¬ 
aged  with  service.  With  rapid  server-side 
growth  and  recognition  by  big  names  like 
IBM  and  HP,  Linux  is  challenging  the 
dominion  of  Microsoft  NT  and  the  many 
proprietary  flavors  of  Unix. 

Media  Asset  Management  developer 
Canto  Software  was  among  those  at  Nexpo 
’99  with  products  available  for  Linux. 
Where  there  is  “excitement  over  Linux” 
among  companies  adopting  it  to  run 
servers,  says  business  development  direc¬ 
tor  Jeffrey  Cain,  “it  makes  sense  for  Canto 
to  be  there.” 

Adds  sales  and  marketing  vice  president 
Jason  Taylor:  “We’re  impressed  with  its 
market  share.”  And  though  Canto  has  yet 
to  see  demand,  he  says,  it  wants  to  assure 
Linux’  availability  along  with  Sun,  SGI, 
and  Apple  Unix  platforms. 


from  this  year’s  show,  she  says,  “I’m  not 
sure  how  it  will  go.  But  I  still  feel  we 
have  to  go  there  because  it  is  so  close.” 

She’ll  have  company:  Over  90  of  109 
booth  slots  were  filled  by  Sept.  1,  and 
registration  of  newspaper  production 
executives  is  also  going  well.  Bates  says. 

Conference  sessions  kick  off  with  con¬ 
current  prepress,  press,  and  postpress 
round  tables  on  the  afternoon  of  Oct.  6. 
The  Reno  Gazette-Journal  hosts  a  recep¬ 
tion  and  tour  at  its  plant  that  evening. 

In  addition,  former  football  coach  Bob 
Davies  speaks  on  “How  to  Overcome 
Procrastination,”  and  Jeffrey  Tobe  speaks 
on  managing  through  creativity.  Los 
Angeles  Times  production  executive  Brad 
Patterson  will  speak  on  cutting  down  to  a 
50-inch  web  width.  Peder  Nelson  of 
Chromacity  Inc.  speaks  on  color  manage¬ 
ment,  and  ReinTech  Inc.  principal  Ray- 
Reinerston  addresses  print  quality.  IH 


“Honestly,  Linux  is  not  something  I’ve 
heard  here,  but  in  a  year  I  think  we’ll  see 
something  different,”  said  Cain  at  Nexpo, 
citing  a  million  Linux  downloads  from  the 
Internet.  Also  at  the  newspaper  industry’s 
annual  summer  trade  show,  Taylor  said 
Linux  may  be  of  greater  interest  to  larger 
dailies,  which  have  “Mis-focused  people 
. . .  who  have  got  it  on  their  radar.” 

A  month  before  the  show,  Atex  senior 
product  manager  Jeff  Litvak  acknowl¬ 
edged  that  a  product  under  consideration 
as  an  archiving  component  to  his  firm’s 
new  Omnex  editorial  system  would  be 
available  in  a  Linux-based  version.  Its 
developer,  Germany’s  Digital  Collections, 
was  chosen  for  Omnex  archiving,  and  its 
distributor  to  U.S.  newspapers,  Gannett 
Media  Technologies  International,  had  Just 
announced  the  DC3-L  Linux  version  of  its 
digital  asset  management  system. 

Omnex  supports  IBM  (Aix)  and  Sun 
(Solaris)  versions  of  Unix  and  Microsoft 
Windows  NT.  But  asked  about  the  growth 
and  support  of  Linux  over  time,  Litvak 
replied,  “I  don’t  know  why  not.”  Under  the 
same  ownership  as  several  other  publishing 
systems  vendors,  alfa  Media  Partner  seems 
to  find  more  interest  in  Europe.  Noting 
support  from  giants  IBM,  SAP,  and  Oracle 
and  citing  the  large  number  of  users  who 
have  implemented  Linux,  alfa  CEO  Guido 
Falcenberg  said  in  the  spring  that  “some  of 
our  customers  are  beginning  to  ask  about 
Linux  solutions.”  Hi 
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Newspapers  with  daily  circulation  from  5,000  to  one  million  are 
choosing  Dynaric, Inc. strapping  equipment... 


Why  do  they  choose  Dynaric?  ■  Lowest  Overall  Cost  Per  Bundle  ■  Superior  Up-time  Equipment 
Performance  ■  Highest  machine  life  expectancy  ■  Foremost  in  after  sales  service  and  support  ■  Major 
commitment  to  the  newspaper  industry  through  ceaseless  dedication  to  improve  our  systems  through  research 
and  development  ■  Only  complete  Customer  Satisfaction  Program  in  the  industry. 


The  Dynaric  Facts  Are:  ■  The  first  N  P-l  strapper  sold  in  1982  is  still  in  operation  with  over  40  million 
cycles.  ■  Dynaric  has  the  highest  repeat  order  business  in  the  industry.  ■  Dynaric  equipment  has  the 
lowest  maintenance  cost.  ■  Dynaric  does  not  imitate  the  competition  but  instead  develops  new  and  innovative 
equipment.  ■  Dynaric  manufactures  the  highest  quality  strapping  material  for  today's  high 
speed  packaging  operations.  ■  Dynaric  has  the  largest  technical  and  service  orga- 
'*^®^****‘  nization  in  the  newspaper  industry  ■  Dynaric  continues  replacing  more 

competitive  equipment  than  the  rest  of  the  competition  combined. 

|f|  Call  a  Dynaric,  Inc.  representative  today  at 

— ....  m  1-800-526-0827  to  begin  to  experience 

I''  the  Dynaric  advantage. 
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Pennsy  papers  tap 


beer-buyer 

by  Lucia  Moses 

Do  beer  and  newspapers  mix?  In 
Pennsylvania,  they  do.  As  a  result 
of  the  Pittsburgh  Post-Gazette's 
lobbying  efforts,  the  state’s  1,355  beer 
stores  may  now  sell  newspapers  alongside 
chips,  soda,  lottery  tickets,  and  other  non¬ 
beer  items. 

It’s  an  example  of  how  newspapers, 
bogged  down  by  flat  circulation  trends,  are 
turning  to  untapped  single-copy  markets. 

“1  think  across  the  country  it’s  some¬ 
thing  everybody’s  grappling  with,”  says 
Dave  Stolar,  single-copy  sales  manager 
for  the  Post-Gazette. 

The  newspaper  began  approaching  beer 


market 

sellers  1  '/2  years  ago  as  it  began  looking 
for  nontraditional  single-copy  sales  out¬ 
lets,  such  as  grocery  stores. 

“We  have  200-plus  locations  in  our 
area,  and  we  thought  it  would  be  a  good 
location  for  us,”  circulation  director 
Thomas  Pounds  says. 

That’s  when  the  Post-Gazette  learned 
about  a  state  law  dating  back  to  the  1930s 
that  bars  beer  stores  from  selling  nonbeer 
items  without  permission.  In  the  past, 
Pennsylvania  —  one  of  13  states  that 
tightly  control  alcohol  sales  —  has  per¬ 
mitted  beer  stores  to  sell  newspapers  only 
on  a  case-by-case  basis. 

“It’s  something  that  really  aggravated 
us,  because  you  look  at  these  retail  loca¬ 


tions,  and  we  try  to 
sign  them  up,  and 
they  say,  'Well, 
we’re  not  allowed  to 
do  it,”’  Stolar  says. 

The  Post-Gazette 
launched  a  cam¬ 
paign  to  change  the 
rule,  and  Aug.  18, 
Thomas  Pounds  after  the  state’s  beer 
distributors  and 
Pennsylvania  Newspaper  Association 
threw  their  support  behind  the  proposal, 
the  state  Liquor  Control  Board  voted  to 
add  newspapers  to  the  list  of  items 
(snacks,  soda,  etc.)  that  stores  got  blanket 
approval  to  sell  four  years  ago. 

“We  do  receive  a  number  of  these  types 
of  requests,  and  because  many  of  these 
things  are  commonly  allowed,  the  board 
felt  it  was  necessary  to  issue  a  new  regu¬ 
lation  to  clarify  what  should  be  allowed,” 
says  Donna  Pinkham.  a  spokeswoman  for 
the  Liquor  Control  Board. 

“They’re  not  necessary  a  good  money- 
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1074.00 

-6.24 

-0.58% 

E&P  Magazine  Stock  Index 

975.17 

3.22 

0.33% 
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DJ 
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22.94 
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29.25 

17.37 
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16.81 

9.81 
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Journal  Register 

JRC 

15.63 
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0.63 

4.17% 

23.00 

11.37 

37,000 

Knight-Ridder  Inc 
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3.19 

6.23% 
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-2.81 
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0.31 
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NYT 
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38.19 
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4.25 
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40.43 
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PTZ 
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43.44 

1.44 
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44.00 
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NA 

NA 
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Times  Mirror 

TMC 

58.25 
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-1.25 

-2.10% 

2.25 
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Tribune  Co 

TRB 
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93.88 
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1.46% 
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44.32% 
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Washington  Post 

WPO 
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481.31 

15,500 

'Number  of  shares  traded  (a)  Canadian  dollars 
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maker,  but  they’re  things  retailers  like  to  offer,”  Pinkham  adds. 
“Certainly,  this  makes  things  easier  for  the  licensees.” 

Mary  Lou  Hogan,  executive  secretary  for  the  Malt  Beverage 
Distributors  Association  of  Pennsylvania,  also  wonders  how 
lucrative  the  arrangement  will  be.  She  says  while  there  was 
some  interest  among  members  to  sell  newspapers,  “I’m  not  sure 
how  much  more  money  it’s  going  to  generate  for  anyone.” 

But  with  seven  other  local  dailies  trying  to  eat  its  lunch,  the 
Post-Gazette,  a  245,235-daily-  and  436,765-Sunday-circulation 
paper  in  western  Pennsylvania,  isn’t  turning  down  any  sales 
opportunity. 

Pounds  says  he  doesn’t  know  how  much  beer  stores  will 
help  his  single-copy  sales,  which  now  account  for  40%  to  45% 
of  Sunday  sales  and  20%  to  25%  of  daily  sales.  But  the  hope 
is  that  increasing  the  number  of  retail  locations  will  help  gen¬ 
erate  impulse  buys  and  build  an  association  between  the  news¬ 
paper  and  other  items  —  namely,  suds  and  snacks. 

“Newspapers  will  tell  you,  ‘The  more  locations,  the  more 
newspapers  you  sell,”’  Pounds  says. 

He  sees  the  arrangement  especially  paying  off  with  the  early- 
Sunday  edition  —  its  single-copy  sales  driver  and  an  edition  no 
other  local  paper  puts  out.  Saturday,  when  the  bulldog  edition 
goes  on  sale,  is  also  a  big  day  for  beer  sales,  he  says. 

In  the  next  month,  the  Post-Gazette  plans  to  start  approaching 
beer  sellers  in  its  circulation  area.  The  paper  also  plans  a  pro¬ 
motions  campaign  that  could  include  marketing  the  paper  with 
other  beer-store  products  and  with  Pittsburgh  Steelers  football, 
within  the  law’s  limits  on  promoting  alcohol  sales.  Stolar  hopes 
to  get  people  thinking  of  the  Post-Gazette  when  they  think  of 
football  gatherings,  as  in,  “I’m  going  to  have  a  Steelers  party  this 
weekend;  why  wouldn’t  I  want  to  have  the  Post-Gazette  there?” 

The  newspaper  isn’t  stopping  with  beer  stores.  Pounds  hopes 
the  paper’s  recent  success  with  beer  stores  will  make  it  easier  to 
get  the  Post-Gazette  into  Pennsylvania’s  state-owned  liquor 
stores,  although  they  have  never  permitted  anything  to  be  sold 
besides  wine  and  spirits. 

“That’ll  be  the  next  step,”  he  predicts.  “1  think  we’ll  see  how 
this  does.” 

Ad  ban  at  college  papers 

While  Pennsylvania  is  opening  beer  stores  to  newspapers,  it’s 
tightening  alcohol  rules  elsewhere.  A  2-year-old  law,  now  being 
widely  enforced,  bars  alcohol  ads  from  the  state’s  college  news¬ 
papers.  Some  newspapers  are  complaining  that  the  ban  cuts  into 
revenues  and  violates  the  First  Amendment. 

The  University  of  Pittsburgh’s  student  newspaper,  the  Pitt 
News,  lost  about  $17,000,  or  3%  of  its  total  ad  revenues,  in  the 
past  year  because  of  the  law,  editor  in  chief  Jason  Gallinger  says. 
But  he  says  the  free-speech  issue  is  a  bigger  problem. 

“It  says  in  the  [U.S.]  Constitution  that  the  government  can’t 
tell  a  newspaper  what  to  print.”  says  Gallinger,  whose  paper  is 
suing  to  overturn  the  law. 

A  judge  rejected  the  paper’s  motion  for  an  injunction  against 
the  law.  The  Pitt  News,  represented  by  American  Civil  Liberties 
Union,  is  appealing. 

The  law’s  backers  hope  it  will  help  curb  binge  drinking  by  col¬ 
lege  kids,  an  argument  dismissed  by  opponents.  Gallinger  argues 
that  the  law  doesn’t  stop  alcohol  advertising  elsewhere.  “It’s  like 
taking  a  spaghetti  colander  and  plugging  up  one  hole  and  pour¬ 
ing  water  in  it,”  he  says. 
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Who’s  the  tree  press  leader? 

Not  so  very  long  ago,  the  United  Nations  was  beloved  by  the  enemies  of  press  freedom. 
General  Assembly  sessions  were  wonderful  salons  where  despots  could  swap  justifi¬ 
cations  for  torturing  and  imprisoning  journalists.  The  powerful  United  Nations 
Educational,  Scientific  and  Cultural  Organization  (UNESCO)  peddled  a  “New  World 
Information  Order”  that  wrapped  idealistic  rhetoric  around  the  brutal  idea  of  giving  local 
tyrants  veto  power  over  the  universal  right  of  freedom  of  expression. 

At  the  time,  the  United  States  was  appalled.  While  its  emissaries  argued  for  freedom  on 
diplomatic  fronts,  its  soldiers  and  commanders  maintained  NATO’s  military  might  to  ensure 
that  the  freedoms  of  Western  Europe  never  perished  in  dictatorships.  None  of  this  was  so 
very  long  ago,  but  in  recent  weeks  that  world  picture  increasingly  has  come  to  look  like  a 
faded  daguerreotype.  Now  it’s  the  UN  that  is  embracing  the  press,  and  it  is  the  U.S.  that  is 
cooing  rhetoric  about  diversity  and  tolerance  while  promoting  schemes  to  control  indepen¬ 
dent  media  organizations  abroad. 

First,  the  good  news.  In  the  final  draft  of  its  first-ever  written  policy  on  how  its  officials  deal 
with  journalists,  the  UN  declares  that  “as  a  matter  of  principle,  every  member  of  the  Secretariat 
may  speak  to  the  press,  within  limits.”  In  the  old  days,  when  UN  officials  were  generally  muz¬ 
zled  by  the  secretary-general,  that  “within  limits”  clause  would  have  meant  no  one  can  talk  to 
the  press.  But  the  three  specific  limits  in  the  guidelines  are  reasonable;  Officials  should  speak 
only  in  areas  of  competency;  they  should  volunteer  facts  rather  than  opinions;  and  if  they  con¬ 
clude  an  inquiry  is  sensitive,  they  should  kick  it  up  to  a  higher  official.  Adopting  this  solid  pol¬ 
icy  would  go  a  long  way  toward  making  the  UN  the  open  and  transparent  place  it  should  be. 

Now,  the  bad  news.  The  U.S.  and  its  NATO  allies  are  planning  to  take  control  of  the  Kosovo  news 
media  with  a  commission  that  will  spell  out  a  code  of  conduct  for  local  journalists  and  punish  those 
who  do  not  follow  this  code  by  removing  them  from  their  jobs  or  shutting  down  their  news  oper¬ 
ations.  “The  idea  is  to  bring  [Kosovo  journalists]  up  to  Western  standards,”  an  unidentified 
senior  Western  official  told  The  New  York  Times  in  defense  of  the  planned  “Media 
Regulatory  Commission”  and  “Media  Monitoring  Division.”  Exactly  what  “Western  stan¬ 
dards”  are  those?  Censorship  and  surveillance  are  repugnant  to  any  free  people.  Besides,  the 
idea  that  the  allies  should  lecture  Kosovo’s  journalists  on  how  to  conduct  them.selves  is  ludicrous 
—  given  that  NATO’s  own  information  policy  during  the  Kosovo  war  was  to  spread  rumors  about 
the  Serbians  while  refusing  to  disclose  routine  details  about  its  own  conduct. 

Instead,  the  alliance  could  learn  from  the  courageous  example  of  the  Albanian  Kosovar 
journalists  from  the  Koha  Ditore  newspaper  who  risked  their  lives  to  get  the  news  out  even  as 
Serb  troops  occupied  their  province.  Yugoslavia’s  journalists  don’t  need  instructions  or  restric¬ 
tions  from  NATO’s  spinmeisters.  They  need  only  freedom  to  find  and  report  the  truth. 

MSNBC  reported  last  week  (and  we  rewrote  the  story)  that  The  New  York  Times  is  com¬ 
mitting  as  much  as  $2  million  for  a  study  of  racism. 

We  can’t  help  but  want  to  bask  in  the  reflected  glow  of  that  kind  of  commitment  at  the  rimes. 
Racism  is  a  critical  topic.  It  desperately  needs  more  comprehensive,  focused,  and  serious  cov¬ 
erage.  The  Times  is  stepping  up  to  bat  and  putting  its  money  where  its  editorial  voice  is.  Wags 
in  the  Times  newsroom  told  MSNBC  that  the  bosses  are  merely  trying  to  win  a  Pulitzer  Prize. 

“Ridiculous,”  responded  the  Times.  Ridiculous,  indeed.  Single  reporter/editor  teams  win 
Pulitzers.  The  Pulitzer  jurors,  a  distinguished  group,  know  superlative  journalism  and  have, 
by  and  large,  judged  in  a  way  to  make  those  of  us  in  the  craft  proud. 

You  can’t  buy  a  Pulitzer. 

We  followed  the  lead  of  the  MSNBC  story  in  our  rewrite  and,  at  least  on  our  part,  missed  the 
right  lead.  We  look  forward  to  the  Times  reportage  on  racism  and  applaud  its  effort. 
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A  ‘Black’  and 
‘White’  issue 

I  would  like  to  comment  on  the  Aug.  14 
“Shop  Talk  At  Thirty”  column  regarding 
capitalizing  “blacks,”  from  a  linguistic 
point  of  view  (“Do  we  dishonor  a  people 
by  misnaming  them?”  p.  46). 

“Black”  in  “black  horse,”  or  “black 
rose,”  or  “black  marble,”  etc.,  preceding 
nouns  referring  to  either  inanimate  or  non¬ 
human  entities,  is  an  adjective  associated 
with  color.  Such  expressions  can  be 
expanded  into  descriptive  clauses  as 
“horse  that  is  colored/painted  black,  or 
horse  that  has  a  black  color”  or  “marble 
that  is  colored/painted  black,  or  marble 
that  has  a  black  color”  etc.  The  linguistic 
structure  is  [Adj  -i-  N]. 

“Black”  in  “black  issue,”  or  “black  cul¬ 
ture,”  or  black  person,”  etc.,  preceding 
nouns  referring  to  abstract  and  human  enti¬ 
ties,  is  not  an  adjective  associated  with 
color.  These  expressions  cannot  be  expand¬ 
ed  into  meaningful  descriptive  clauses  as 
“issue  that  is  colored/painted  black,  or 
issue  that  has  a  black  color  “  or  “person 
who  is  colored/painted  black,  or  has  a 
black  color.”  It  is  common  knowledge  that 
a  “black  person”  may  not  necessarily  be  of 
the  color  black,  anymore  than  a  “white  per- 

50  YEARS  AGO ... 

NEWSPAPERDOM® 

from  Editor  &  Publisher,  Sept.  3.  1949 

The  three  national  journalism  edu¬ 
cator  groups  have  agreed  to  join  forces 
and  become  the  Association  for 
Education  in  Journalism. 


Information  that  formed  the  basis  of 
a  motion  for  a  mistrial  by  the  defense 
in  the  trial  of  the  11  Communist  party 
leaders  was  uncovered  by  the  New  York 
Compass  through  an  anonymous  tele¬ 
phone  tip.  Judge  Harold  R.  Medina 
dismissed  the  motion  and  refused  to 
disqualify  juror  Russell  Janey,  author 
and  Broadway  producer,  for  alleged 
prejudice  against  the  defendants. 


Thirteen-year-old  John  E.  Kuehnert. 
representing  the  Denver  Rocky  Mountain 
News,  drove  to  victory  Aug.  29  in  the 
first  A 1- America  Newspaperboys’  Bi¬ 
cycle  Derby  and  received  a  $2,500 
scholarship  from  the  Ignaz  Schwinn 
Memorial  Scholarship  Fund. 


son”  be  necessarily  of  a  white  color  (e.g., 
Asians,  Native  Americans,  Latinos,  Middle 
Easterners,  Indians  from  India,  etc.,  are  no 
longer  referred  to  as  “yellow,”  or  “red,”  or 
“brown.”  They  are  now  politically  identi¬ 
fied  as  ethnically  “white”  although  they  all 
may  not  have  a  white  color.) 

“Black”  in  the  phrases  “black  issue”  or 
“black  person”  is  a  noun  identifying  eth¬ 
nicity.  They  can  be  expanded  preposition- 
ally  as  “issue  of  (concerning)  the  black 
(people)”  or  “person  of  the  black  (ethnici¬ 
ty).”  Note  the  use  of  the  article  (or  so- 
called  Noun  Determiner)  "the”  before 
“black”  thus  signifying  “black”  to  be  a 
noun  in  these  cases.  The  linguistic  struc¬ 
ture  is  [N  -I-  N],  such  as  is  found  in  “door¬ 
knob,”  which  can  be  expanded  preposi- 
tionally  to  “knob  [N]  of  the  door  [N]” 
rather  than  the  descriptive  clause  “knob 
that  is/looks  like  a  door.” 

Footnote:  A  sophomoric  example  and 
pet  linguistic  sample  of  the  grammatical 
dichotomy  found  in  “black  marble”  vs. 
“black  issue”  is  “baby  bottle”  [N  -i-  N]  vs. 
“baby  salamander”  [Adj  -i-  N].  The  mean¬ 
ing  of  the  first  one  is  “bottle  for  the  baby” 
but  the  meaning  of  the  second  is  not  “sala¬ 
mander  for  the  baby.” 

Conversely,  “baby  salamander”  is 
descriptively  “salamander  that  is  a  baby 
(young)”  but  “baby  bottle”  is  not  “bottle 
that  is  a  baby  (young). 

Since  “black”  in  “black  issue”  [N  +  N], 
etc.,  refers  to  or  identifies  a  specific  ethnic 
group,  then  it  functions  as  a  proper  noun 
and,  therefore,  should  be  capitalized. 

Isabel  Yumol  Jennings 
Ph.D.  (Linguistics) 
San  Antonio 

Tabloid  format 
‘alive  and  kicking’ 

Lucia  Moses  misrepresented  my  posi¬ 
tion  on  the  tab  vs.  broadsheet  benefits  in 
her  Aug.  2 1  article  on  the  broadsheet  con¬ 
version  of  Community  Newspaper  Co. 
(“Community  papers  plan  format 
change,”  p.  8). 

We  at  the  Denver  Rocky  Mountain 
News,  the  fastest-growing  metropolitan 
newspaper  in  America,  know  better  than 
anyone  the  many  benefits  of  being  a 
tabloid  newspaper.  Scarborough  Custom 
Research  conducted  by  Belden  Associates 
has  consistently  shown  that  70%  of  all 
Denver-area  adults  prefer  the  tab  format. 

The  format  is  convenient,  easy  to  read, 
and  easy  to  share.  Not  only  does  this  user- 


friendly  format  contribute  to  a  growing 
and  loyal  circulation,  it  is  also  the  corner¬ 
stone  of  our  value  to  advertisers.  For  the 
past  three  years.  Competitive  Media 
Reporting  (CMR)  has  shown  that  the  News 
has  run  more  classified  ads  than  any  other 
paper  in  the  nation  (6.7  million  in  1998). 

In  the  1999  year-to-date  cmr  reports, 
the  News  continues  to  lead  the  nation  in 
total  full-run  advertising  inches  —  both 
with  and  without  preprints.  The  tab  for¬ 
mat  is  alive  and  well  in  Denver,  and  both 
advertisers  and  readers  would  not  have  it 
any  other  way. 

Linda  Sease 
vice  president  of  marketing 
Denver  Rocky  Mountain  News 

Not  necessarily 
‘green’  journalism 

I  wanted  to  compliment  the  outstand¬ 
ing  article  on  the  Society  of  Environ¬ 
mental  Journalists  (SEJ).  John  Palen  accu¬ 
rately  captured  SEJ’s  birth,  growth,  and 
future  challenges  [E&P,  Aug.  21,  P-  16.] 

I  did  want  to  mention  that  some  SEJ 
members  will  be  disappointed  by  the 
headline:  “It’s  not  easy  being  green.” 
Most  environment  reporters  don’t  like 
being  labeled  “green.”  They  see  them¬ 
selves  as  journalists  with  a  good  and  chal¬ 
lenging  beat  —  the  environment  —  no 
different  in  their  objectivity  or  desire  to 
be  fair  than  another  beat  writer.  And  we 
don’t  label  education  writers  or  religion 
writers  as  having  some  particular  political 
or  ethical  persuasion  due  to  their  beat. 

I  do  want  to  stress  that  my  appreciation 
of  the  fine  article  should  not  be  lost  due  to 
my  minor  complaint  about  a  headline.  I 
much  appreciate  your  attention  to  the 
Society  of  Environmental  Journalists,  for 
I  consider  SEJ  to  be  an  important  journal¬ 
ism  group  that  will  have  growing  influ¬ 
ence  in  America’s  newsrooms. 

Michael  Mansur 
SEJ  president 
and  environmental  editor 
The  Kansas  City  (Mo.)  Star 


Correction 

Due  to  an  error  in  the  Editor  & 
Publisher  International  Year  Book,  the 
Aug.  14  edition  of  E&P  (p.  10)  misstated 
the  daily  circulation  of  the  Detroit  Free 
Press  as  278,286,  as  of  September  1998. 
It  was  378,256. 
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ALABAMA 

K.A.  Turner  to  city  editor  of  The 
Huntsville  Times  from  managing  editor  of 
The  Selma  Times-Journal.  She  succeeds 
David  Prather,  who  was  recently- 
named  assistant  editorial  page  editor  at 
the  Times. 

Jonathan  McEIvy  to  managing  edi¬ 
tor  of  The  Selma  Times-Journal  from  news 
editor  at  the  daily.  McEIvy  succeeds  K.A. 
Turner,  who  left  to  become  city  editor  at 
The  Huntsville  Times. 

CALIFORNIA 

Leslie  M.  Smith  to  director  of  adver¬ 
tising  at  La  Opinion  in  Los  Angeles  from 
director  of  classified  advertising. 

Daniel  H.  Cruey  to  director  of  circu¬ 
lation  at  the  Spanish-language  daily.  (See 
story,  p.  41.) 

FLORIDA 

Sam  Roberts  to  communications 
studies  chair  at  the  University  of  Miami 
School  of  Communication  from  TV  pro¬ 
gramming  vice  president  and  general 
manager  at  the  New  York  Times  Elec¬ 
tronic  Media  Co. 


DOWNEY 

POUGHKEEPSIE 

JOURNAL 


STEPHANA K 
THE  PATRIOT- 
NEWS 


ILLINOIS 

Emily  Neal  to  Chicago  bureau  chief 
for  Copley  News  Service,  a  division  of 
Copley  Chicago  Newspapers,  from  online 
editor.  Neal  succeeds  Rod  Kelly,  who 
resigned  in  July  to  take  a  public-relations 
position  with  Motorola. 

MARYLAND 

Fred  Kardon  to  editor  in  chief  of  The 
Daily  Record  in  Baltimore.  Kardon  is  for¬ 
mer  executive  editor  of  The  Pantograph  in 
Bloomington,  III.  He  succeeds  Keith  F. 
Girard,  who  had  been  editor  of  the  court 
and  commerce  paper  since  1991. 

MISSISSIPPI 

Lisa  Denley  McNeese,  editor  of 
The  Calhoun  Countv  Journal  in  Bruce, 
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ITamwnrth  inrl  winning  |911  response  drawS 


Neil  Collins  and  Mary  L.N.  McGrew 

owners  of  Journal  Transcript  Newspapers.  Inc. 
have  agreed  to  sell 

Plymouth  (NH)  Record  Enterprise 
Meredith  (NH)  News 
Granite  State  (NH)  News 
Carroll  County  (NH)  Independent 
Rochester  &  Dover  (NH)  Times 

(35,500  combined  weekly  circulation) 
to 

Stonebridge  Press 

of  Southbrldge,  Massachusetts 
We  are  proud  to  have  represented 
Neil  Collins  and  Mary  L.N.  McGrew  in  this  transaction. 


Dirks,  Van  Essen  &  Associates 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  87501  TEL:  505.82O.27OO  FAX:  5O5.82O.29OO 

E-mail:  info@dirksvanessen.com  http://www.dirksvanessen.com 


CARTER 
NEW  YORK 
DAILY  NEWS 


FANNIN 

THE  KANSAS  CITY 
STAR 


elected  president  of  the  Mississippi  Press 
Association  from  vice  president  for  week¬ 
lies.  Joe  Lee,  publisher  of  The  Daily 
Sentinel-Star  in  Grenada,  elected  vice 
president  for  dailies/president-elect. 
Brooks  Taylor,  publisher  of  The  Tunica 
Times,  elected  vice  president  for  weeklies. 
Charlie  Mitchell,  managing  editor  of 
The  Vicksburg  Post,  elected  treasurer. 

MISSOURI 

Mike  Fannin  to  assistant  manager  for 
sports  at  The  Kansas  City  Star  from 
deputy  sports  editor.  Fannin  succeeds 
Rick  Vacek.  who  left  the  paper  to  join 
an  online  computer  company  in  Cal¬ 
ifornia. 

MONTANA 

Paul  Burke  to  publisher  of  The  Daily 
Inter  Lake  in  Kalispell  from  advertising 
manager  of  the  Coeur  d’Alene  (Idaho) 
Press.  Burke  succeeds  Ron  Peterson, 
who  was  named  publisher  of  the  Sioux 
City  (Iowa)  Journal  earlier  this  month.  All 
three  papers  are  owned  by  the  Hagadone 
Corp. 

NEW  YORK 

Margaretta  A.  Downey  to  execu¬ 
tive  editor  of  the  Poughkeepsie  Journal 
from  editorial  page  editor  at  the  Gannett 
Co.  Inc.-owned  daily.  Downey  succeeds 
Derek  Oseneko,  who  was  named  exec¬ 
utive  editor  of  Gannett’s  Florida  Today  in 
Melbourne  earlier  this  month. 

Leon  Carter  to  sports  editor  at  the 
New  York  Daily  News  from  deputy  sports 
editor.  Carter  succeeds  Barry  Werner, 
who  resigned. 

Teri  Thompson  to  Sunday  sports 
editor  from  Sunday  associate  sports  editor. 

NORTH  CAROLINA 

Sue  Price  Wilson  to  chief  of  bureau 
in  Raleigh  for  The  Associated  Press  from 
North  Carolina  news  editor.  Wilson  suc¬ 
ceeds  Ambrose  B.  Dudley,  who  is  tak¬ 
ing  administrative  leave  after  nearly  27 
years  as  bureau  chief  in  Raleigh  and 
Hartford,  Conn. 

Theresa  L.  Willman  t^  advertising 
director  of  The  Sanford  Herald  from 
account  executive  at  the  Pennypower 
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Shopping  News  in  Springfield,  Mo. 
Willman  succeeds  Grover  Ford. 

OHIO 

Robert  D.  McCray  to  vice  president 
and  general  manager  of  The  Blade  in 
Toledo  from  vice  president  of  sales  and 
marketing  at  the  Pittsburgh  Post-Gazette. 
McCray  succeeds  David  Beihoff,  who 
was  recently  named  vice  president  and 
general  manager  of  the  Post-Gazette. 
Both  papers  are  owned  by  Blade 
Communications  Inc.,  and  both  appoint¬ 
ments  are  effective  Oct.  1 . 

Mark  Russell  to  metro  editor  at  The 
Plain  Dealer  in  Cleveland,  an  assistant 
managing  editor-level  position,  from 
business  editor.  Assistant  to  the  editor 
Robert  McAuley  will  be  interim  busi¬ 
ness  editor. 

Flora  Rathburn  to  national  editor 
from  metro  editor. 

Jim  Strang  to  editorial  writer  from 
national  editor. 

Jean  Dubail  to  city  editor  from  edi¬ 
torial  writer.  She  will  report  to  Russell. 

John  Griffith,  who  had  been  tempo¬ 
rary  city  editor,  will  return  to  his  position 
as  investigative-projects  editor. 

Marge  Frazer  to  senior  news  editor 
for  daytime  operations  from  news  editor. 
She  will  work  with  all  departments  to 
develop  the  content  of  the  front  page. 

Michael  Norman  was  promoted 
from  popular-music  editor  to  entertain¬ 
ment  editor.  He  succeeds  Cheryl 
Kushner,  who  took  a  similar  position  at 
New'sday  in  Long  Island,  N.Y. 

Paul  O’Donnell  to  deputy  metro 
editor  from  Lake  County  bureau  chief. 

PENNSYLVANIA 

Jim  Stephanak  to  general  manager 
of  The  Patriot-News  in  Harrisburg  from 
advertising  director  for  the  daily.  Steph¬ 
anak  succeeds  Caroline  Harrison, 
who  left  to  become  general  manager  of 
the  Staten  Island  Advance  in  New  York. 

Donald  P.  Micozzi  to  retire  Oct.  31 
from  publisher  of  The  Daily  Item  in 
Sunbury.  Janet  Mittelstadt  Tippet. 

currently  general  manager,  will  succeed 
him. 

VIRGINIA 

Janet  Lewis  to  director  of  advertis¬ 
ing,  travel  sales,  for  USA  Today  in  Arling¬ 
ton  from  advertising  account  executive 
for  the  travel  category. 

WASHINGTON 

Jill  Mackie  to  director  of  external 
affairs  for  the  Seattle  Times  Co.  from  vice 


president/govemment  affairs  and  human 
resources  for  the  Pacific  Lumber  and 
Shipping  Co.  in  Seattle.  Mackie  will  report 
to  Frank  Blethen,  publisher  and  CEO. 


OBITUARIES 


Lewis  C.  “Wes”  Cook.  70,  longtime 
overnight  supervisor  for  The  Associated 
Press,  died  Aug.  26.  Cook  Joined  the  AP  in 
Kansas  City,  Mo.,  in  October  1953  and 
spent  much  of  his  AP  career  on  the 
overnight  shift,  compiling  the  state  news 
report  for  afternoon  newspapers  and  early- 
morning  broadcast  reports  for  radio  and  TV 
stations.  In  addition  to  his  supervisory 
assignment.  Cook  wrote  extensively  about 
Harry  S  Truman  after  the  former  presi¬ 
dent’s  return  to  Independence,  Mo.  One  of 
Cook’s  final  stories  for  the  AP  prior  to  his 
retirement  on  Dec.  31,  1997,  was  a  retro¬ 
spective  of  Truman’s  year  as  president  in 
1947,  50  years  earlier. 

Andrea  Ford,  49,  who  won  national 
recognition  as  one  of  the  principal  Los 
Angeles  Times  reporters  on  the  O.J. 
Simpson  trial  and  industry  recognition  for 
her  activism  in  the  National  Association  of 
Black  Journalists  (NABJ),  died  Aug.  26 
from  treatment  for  an  apparent  heart  con¬ 
dition,  her  family  said.  Ford  began  her 
career  at  the  Detroit  Free  Press  in  1979, 
immediately  after  graduation  from  Wayne 
State  University.  She  Joined  the  Los 
Angeles  Times  Orange  County  edition  staff 
in  1988.  Named  court  reporter  the  follow¬ 
ing  year,  she  covered  some  of  the  most 
sensational  trials  of  the  past  decade.  Ford 
was  named  nabj  reporter  of  the  year  for 
her  coverage  of  the  Simpson  trial,  a  case 
that  also  made  her  familiar  to  national  TV 
audiences  as  she  tracked  developments 
during  frequent  appearances  on  CNN.  Ford 
left  the  Times  in  1997  and  moved  to 
Jamaica,  where  she  operated  a  small  busi¬ 
ness  and  wrote  free-lance  pieces. 

Lucius  B.  Morse.  92,  former  owner 
and  publisher  of  the  St.  Louis  Daily  Record 
and  The  St.  Louis  Countian,  died  Aug.  5. 
While  attending  the  Wharton  School  of 
Finance  at  the  University  of  Pennsylvania, 
Morse  wrote  a  thesis  titled  “The  Daily 
Court  Newspapers  of  the  United  States,” 
which  was  later  published  as  a  book.  He 
was  named  president  of  the  Daily  Record 
Co.  in  1935,  and  was  named  chairman  of 
the  board  in  1951.  He  served  as  publisher 
of  the  legal  newspap)ers  from  the  1930s 
until  his  retirement  in  1975.  Morse,  who 
also  served  two  terms  as  president  of  the 
Associated  Court  and  Commercial  News¬ 
papers  Inc.,  was  recently  selected  by  the 


Missouri  Press  Association  for  induction 
into  the  Missouri  Press  Hall  of  Fame. 

Rachel  Rivers-Coffey,  56,  former 
publisher  and  past  president  of  the  North 
Carolina  Press  Association,  died  Aug.  24 
after  a  horse-riding  accident.  Rivers- 
Coffey  took  over  the  triweekly  Watauga 
Democrat  in  Boone  when  her  father, 
Robert  C.  Rivers  Jr.,  died  in  1975.  She 
was  publisher  until  1994,  when  she  and 
husband  Armfield  Coffey  sold  the  paper 
to  the  owners  of  the  Bristol  (Va.)  Herald- 
Courier.  The  sale  of  the  Democrat  ended 
a  century  of  ownership  by  the  Rivers 
family. 

Joanne  Rodman.  66,  former  editor 
and  feature  writer,  died  Aug.  23.  Rodman 
Joined  the  daily  Burlington  (N.J.)  County 
Times  in  Willingboro  in  1960,  where  she 
wrote  under  the  byline  Joanne  Schwartz. 
Rodman  served  as  “Woman’s  Page”  editor 
and  a  feature  writer.  In  1977,  she  was 
awarded  an  honorable  mention  for  distin¬ 
guished  service  to  the  mentally  impaired 
through  sports  for  a  feature  article  about  a 
Special  Olympics  gold-medal  winner. 

John  V.  Young.  90,  reporter  and 
author,  died  Aug.  15  after  a  long  illness. 
Young  worked  at  various  California  news¬ 
papers  in  the  1930s  and  ’40s,  including  the 
San  Jose  Mercury  Herald,  the  Pittsburg 
Dispatch,  and  the  San  Francisco  News. 
While  working  for  the  Mercury  Herald  in 
1934,  he  wrote  a  Sunday  feature  series, 
“Ghost  Towns  of  the  Santa  Cruz  Moun¬ 
tains,”  which  he  published  in  a  book  of  the 
same  name  in  1979.  Young  also  published 
“Hot  Type  and  Pony  Wire,”  filled  with  anec¬ 
dotes  from  his  Journalism  career,  a  year 
later.  Young  retired  from  Journalism  shortly 
after  the  start  of  World  War  II,  later  serving 
as  personnel  director  for  the  Los  Alamos 
Scientific  Laboratory  in  New  Mexico. 


AWARDS 


The  Society  of  Professional  Journalists 
has  awarded  its  1999  Distinguished 
Teaching  in  Journalism  Award  to 

Bailey  Thomson,  associate  professor  of 
Journalism  in  the  College  of  Com¬ 
munication  &  Information  Sciences  at  the 
University  of  Alabama.  Thomson  was 
associate  editor  of  the  Mobile  (Ala.) 
Register  prior  to  his  Joining  the  university 
in  1996.  Thomson,  whose  doctoral  spe¬ 
cialization  is  in  communication  history, 
teaches  depth  reporting  and  writing,  liter¬ 
ary  journalism,  and  editorial  writing.  He 
directs  the  Journalism  department’s  mas¬ 
ter’s  program. 
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prime  Internet  jobs  at  the  likes  of  Yahoo! 
and  Broadcast.com,  top  companies  that 
can  lure  away  even  happy  employees. 


Tribune  Interactive  turnover 
a  sign  of  the  cyber  times? 


WHY  THEY’RE  LEAVING 

Editor  &  Publisher  interviewed  several 
present  and  former  Tribune  Interactive 
employees  who  shed  light  on  why  at  least 
1 8  of  the  company’s  1 20  employees  have 
headed  for  the  exits.  Of  the  staffers  who 
left  this  year,  three  were  technical 

I  people,  three  were  marketing/strate¬ 
gic,  four  were  advertising,  and  eight 
were  editorial,  Witt  says. 

Present  and  former  employees  lay 
out  these  concerns  about  Tl: 

•  Management  is  deeply  entrenched 
in  the  old-media  mindset. 

•  The  group’s  losses,  in  the  millions 
of  dollars  for  1998,  put  the  company 
in  the  profit-making  mode,  and 
away  from  editorial  focus, 
—  requiring  editorial  workers  to  be 
what  one  former  employee 
describes  as  “whores”  for  the 
marketing  department. 

SOyif  •  Most  of  those  hired  for  one  job 
mnnmm.  may  soon  be  asked  to  switch  gears 
in  another  position. 

“Newspaper  sites  are  trying  to 
be  like  Silicon  Valley  portals  and 
auctions  and  such,”  says  John 
Caserta,  former  design  director  of 
the  Chicago  Tribune  Internet 
Edition  who  left  this  summer  to 
V  become  a  Web  consultant  in  Italy. 
■  “Folks  who  want  to  do  that  kind  of 
f  work  might  as  well  go  work  for  com- 
'  panies  that  are  doing  that  well  and  don’t 
have  to  deal  with  legacy  systems,  old 
internal  structures,  little  or  no  stock 
options,  and  other  negatives  from  the 
newspaper.  Newspaper  sites  offered  the 
opportunity  to  work  with  good  content. 
With  an  obvious  change  in  direction  [at 
TI],  that  appeal  is  gone,  and  the  newspa¬ 
per  baggage  is  too  much  for  folks  to  stay.” 

Some  former  employees  are  not  as 
polite  and  measured  about  their  feelings. 
Youngman  read  to  E&P  an  epithet-laced 
message  that  a  departing  employee  wrote 
to  former  associate  managing  editor  Witt: 
“Have  fun  slipping  into  the  cold  sea  on 
the  Titanic  becau.se  you  don’t  know  jack 
s***  about  the  Internet,”  wrote  Kenneth 
Cho,  a  former  editorial  employee. 
Youngman  chalks  up  the  rant  to  the 
unfortunate,  but  not  unheard  of,  disgrun¬ 
tled  employee  factor  that  plagues  work¬ 
places  everywhere. 

“I’ve  been  managing  people  at  the 
[Chicago]  Tribune  since  the  1970s,  and 
everybody  who  has  left  has  had  things  to 
be  unhappy  about,”  Youngman  says.  “Part 
of  what  you  are  unhappy  about  gets  mag- 


Chicago’s  Tribune  Co. 
is  being  hit  hard  by 
new-media  employee 
defections,  especially 


since 

the  company  announced  the 
creation  three  months  ago  of 
Tribune  Interactive  (Tl),  an 
Internet  division  completely 
separate  from  the  print  opera- 
tions.  The  latest  loss,  of  a  top 
editor,  came  Sept.  3. 

More  than  1S%  of  Tribune’s 
Internet  staff  of  120  have  left  this 
year,  and  more  editorial  depar- 
tures  could  be  coming,  according 
to  several  former  employees.  ■ 

These  staffers  say  they  left  because  I 
the  company  is  de-emphasizing  writ¬ 
ing  and  journalism,  accompanied  by  an 
increased  focus  on  promotions  and 
profit. 

TI  CEO  Jeff  Scherb  doesn’t  deny  an 
emphasis  on  profitability,  but  says  it 
won’t  come  at  the  expense  of  good  ^ 
journalism.  “We  are  what  we  are  | 
because  of  our  journalism,”  he  says. 

“It’s  our  stock  in  trade.  But  we  are  also  a 
business.  We  want  it  to  be  a  path  to  mak¬ 
ing  a  profit.  We’re  patient  about  getting  i 
there.”  J 

Many  apparently  aren’t  buying  M 
Scherb’s  line.  A  top  editor,  Howard 
Witt,  left  the  company  this  week  to 
take  a  job  with  Brill’s  Content  in 
New  York.  The  former  associate 
managing  editor  declined  to  comment  on 
the  reasons  for  his  departure,  but  other 
staffers  say  Witt  was  dissatisfied  with  the 
direction  of  the  company. 

“I  don’t  want  to  cast  [aspersions],”  Witt 
says.  “It  won’t  do  anybody  any  good.” 

Instead,  he  wryly  repeats  this  line  when 
asked  about  his  departure,  “Tribune 
Interactive  is  a  fine  place,  filled  with  fine 
people,  and  they  have  a  fine  future.” 

According  to  sources  close  to  the  oper-  pushing  past  50%.  And.  nationwide, 
ation.  the  director  of  interactive  media,  industries  of  all  sorts  are  facing  turnover 
Owen  Youngman,  is  also  frustrated,  but  he  rates  in  the  teens,  as  a  vibrant  job  market 
says  he’s  a  “lifer”  at  Tribune  Co.  He  drives  competition  for  good  workers, 
acknowledges  the  friction  between  some  But  the  brain  drain  at  one  of  the 
staff  and  management,  but  says  that  Tl’s  nation’s  top  media  companies  vividly 
recent  spinoff  affording  autonomy  from  illustrates  the  difficulties  faced  by  tradi- 
the  newspaper  parent  company  will  tional  media  in  this  new-media  era.  Tl’s 
assuage  at  least  some  of  the  old-media  troubles  are  being  duplicated  from  East 
concerns.  Coast  to  West  as  newspapers  struggle  to 

Tl’s  turnover  rate  isn’t  the  highest  make  money  off  their  cash-eating  Web 
among  newspaper  Internet  divisions,  enterprises  while  retaining  highly  sought- 
some  of  which  sadly  report  turnovers  after  Web  workers.  Many  have  left  Tl  for 


The  Gateway  to 


.a ;;  Indian  Culinary  Delights 


runs  Web 

sites  for  Tribune  Co.’s 
four  newspapers,  17  TV  stations, 
and  other  Web  properties,  like  Black 
Voices.  The  company  reports  70  million 
page  views  a  month  and  annual 
revenues  from  $25  million  to  $30  million. 
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nified.  It’s  a  natural  coping  mechanism.” 

Cho  says  he  quit  over  having  to  work 
weekends  and  over  the  pressure  to  volun¬ 
teer  to  promote  Tl  at  community  events 
such  as  auto  shows,  city  festivals,  and 
sporting  and  music  events.  Cho  recently 
joined  an  Internet  consulting  firm. 

“At  the  formation  of  [Tl],  management 
was  stating  that  editorial  responsibility 
would  be  pared  down,”  Cho  says. 

The  turning  point  for  some  staffers 
came  the  day  Scherb,  as  the  new  CEO  for 
Tl,  addressed  the  staff  and  said  the  newly 
formed  spinoff  would  do  what  it  takes  to 
become  profitable. 

Cho  recalls  former  associate  managing 
editor  Witt  saying,  “If  you’re  interested  in 
staying  in  the  editorial  side  of  things,  Tl  is 
probably  not  for  you,  based  on  the  way 
things  will  change.”  Cho  says,  “When 
they  said  that,  there  weren’t  a  lot  of  happy 
campers.  There’s  a  lot  of  tension,  a  lot  of 
walking  on  eggshells.” 

“Making  this  a  business  is  a  fundamen¬ 
tal  part  of  the  reorganization,”  Caserta 
says.  “The  general  direction  is  the  bottom 
line.  Maybe  that’s  an  OK  message,  but 
many  were  shocked  because  they  felt  like 
they  were  transitioning  out  of  a  purely 
editorial  situation.” 

Scherb  says  he  doesn’t  know  what  all 
the  commotion  is  about.  In  his  former 
career  in  software  company  management, 
the  industry  generally  budgets  for  a  17% 
employee  turnover  rate,  he  says.  “We’re 
on  the  leading  edge  in  our  category,”  he 
says.  “Our  people  are  always  getting  calls. 
Our  turnover  rate  is  really  quite  low.” 

But  Scherb  says  he  recognizes  the  need 
to  retain  staff  members,  and  he  has  taken 
action  by  hiring  Hewitt  Associates,  a 
human-resources  consulting  firm,  to  help 
develop  compensation  packages.  He  says 
Tl  is  paying  its  employees  recruiting 
bonuses  to  bring  on  qualified  staff. 

“We’ve  loosened  up  the  dress  code  to 
full-time  business  casual,”  Scherb  adds. 
"We’re  making  our  environment  as  com¬ 
fortable  as  possible.”  He  also  sends  out  a 
daily  communique  to  staffers  about  Tl 
news  called  “News  From  Jeff.” 

VOLUNTEERING  FOR  DUTY 

According  to  e-mail  memos  provided  to 
E&P  by  Youngman,  employees  were  asked 
last  month  to  volunteer  for  three-hour  shifts 
to  promote  Tl.  Workers  were  told  they 
would  get  free  tickets  to  entertainment 
events  in  return.  “We  don’t  violate  any 
labor  laws.”  Youngman  adds.  “We  pay 
them  if  we  cause  them  to  work  overtime.” 
His  e-mail  to  staff  read: 

Ladies  and  gentlemen. 

If  no  volunteers  are  forthcoming,  your 
managers  will  make  assignments.  Avoid 


being  told  to  work  on  a  Saturday;  volun¬ 
teer  now  for  a  time  of  your  choosing!  This 
is  a  great  chance  for  us  to  get  our  sites 
and  our  message  in  front  of  lots  and  lots  of 
people. 

After  some  employees  bristled  at  the 
strong  suggestion  to  volunteer,  Youngman 
sent  out  a  mea  culpa  message  to  clarify  his 
intentions: 

/  plead  guilty  to  trying  to  legislate  en¬ 
thusiasm,  which  is  the  kind  of  manage¬ 
ment  foolishness  that  threatens  to  turn  me 
into  a  Dilbert-esque  pointy-haired  boss. 
The  point  /  was  trying  to  make  was,  we  all 
have  a  stake  in  raising  our  services  ’  pro¬ 
file  with  the  public. 

One  ex-employee  says  editorial  em¬ 
ployees  had  to  accompany  salespeople  on 


“Theres  some  uncertainty  I 
about  what  Tl  will  do,  | 
but  Vm  puzzled 
by  people  leaving.  ” 

—  Charlie  Meyerson, 

Tl  online  reporter 

sales  calls  to  explain  new  interactive  con¬ 
tent.  Other  editorial  staffers  complained 
about  having  to  deal  with  America 
Online’s  Digital  City  headquarters.  Now, 
the  advertising  staff  sits  with  editorial  in 
the  Digital  Cities/Metromix  office,  the  ex¬ 
employee  says. 

“They  have  their  fingers  in  so  many 
pots;  they  partner  with  AOL,”  says  the  for¬ 
mer  employee,  who  asked  not  to  be  iden¬ 
tified.  “In  doing  so,  you  sell  a  little  of  your 
ethics.  They  wanted  us  to  create  content 
for  advertising,  which  I  was  appalled 
about,  and  shadow  salespeople.  They 
started  to  do  it  when  I  left.” 

The  former  employee  adds.  “I  am  sure 
they  would  never  compromise  their  ethics 
on  the  print  side.  For  some  reason,  they 
were  willing  to  compromise  [on  the 
Internet].” 

But  Witt,  prior  to  his  own  departure, 
disputed  this  account,  saying  only  higher¬ 
ranking  editors  are  required  to  accompany 
salespeople  on  selected  calls  to  enlighten 
potential  advertisers  about  new  sections 
offered  to  them.  “There’s  no  reporters  or 
producers  who  have  gone  on  sales  calls  — 
only  my  level,”  he  says.  “Where  appropri¬ 
ate,  we  do  try  to  send  people  on  sales  calls. 
I  find  it  a  very  valuable  experience.  My 
role  was  to  explain  the  great  stuff  we  have 
so  your  advertiser  clients  want  to  be  asso¬ 
ciated.  We  are  not  taking  orders.” 

Another  former  employee  criticizes  Ti 


for  cutting  back  on  its  Digital  City  con¬ 
tent.  In  fact,  Tl’s  entire  editorial  staff  rose 
from  60  in  1997  to  82  in  1998,  and  then 
dropped  back  down  to  60  this  year. 

The  staff  was  beefed  up  in  1998  to  cre¬ 
ate  “cul-de-sac-level”  suburban  coverage 
for  Digital  City,  but  the  experiment  failed. 
Youngman  reports  there  weren’t  enough 
advertisers  or  enough  traffic  to  sustain  the 
operation.  “It  turned  out  we  were  ahead  of 
ourselves,”  he  says. 

Meanwhile,  the  company  has  been 
searching  for  the  kinds  of  content  users 
want,  and  believe  they  found  it  with 
breaking  news  online.  “Everybody’s  enti¬ 
tled  to  their  opinion,”  Youngman  says.  “I 
haven’t  noticed  any  devaluation  of  content 
here.  We’re  continuing  to  do  things  that 
we  can  be  proud  of.  We’re  emphasizing 
different  stuff  now  and  have  tripled  the 
traffic  to  our  news  content  in  Just  four 
months.” 

He  continues,  “We  are  looking  for  what 
adds  value.  We  were  focusing  on  original 
content  that  was  not  in  the  paper,  but  it 
turned  out  not  to  be  right.” 

As  for  the  constant  uncertainty  of  the 
interactive  newspaper  business.  Youngman 
says  he  tells  all  prospective  employees  to 
expect  change  to  be  a  common  thread  in 
the  work  environment.  “The  only  guy  who 
is  doing  the  same  thing  [as]  when  he  was 
hired  is  the  multimedia  editor  —  only  he 
has  better  toys  now,”  Youngman  says.  “We 
tell  everyone  interviewing  that  flexibility 
is  the  No.  1  skill  to  have  here  because  we 
know  we’re  going  to  do  different  things 
tomorrow  than  today.” 

Youngman  thinks  the  number  of  people 
leaving  Tl  should  be  put  into  perspective. 
While  far  fewer  leave  the  editorial  depart¬ 
ment  of  the  Chicago  Tribune,  the  paper  is 
a  “destination”  newspaper  for  veteran 
Journalists.  In  contrast,  the  new-media 
group  is  more  like  a  start-up  company,  he 
says.  “This  is  different  than  the  newspaper 
business,”  he  says.  “People  move  around  a 
lot.  We’re  competing  with  a  whole  new  set 
of  competitors:  Yahoo!,  Broadcast.com, 
and  Microsoft,  lots  of  good  places  to  work 
for  good  people.” 

And  not  all  Tl  editorial  employees  are 
put  off  by  the  changes.  “I’m  puzzled.  I 
think  this  is  an  exciting  experiment,”  says 
online  reporter  Charlie  Meyerson. 
“There’s  some  uncertainty  about  what  TI 
will  do,  but  I’m  puzzled  by  people  leav¬ 
ing.  Change  can  have  an  upside  and  a 
downside.”  IH 


Stone,  martstone@aol.com,  is  a 
new-media  professor  at  Roosevelt 
University  in  Chicago  and  principal  of 
Advanced  Interactive  Media  Group 
LLC. 
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BULLDOGS 

unleashed 


Sniffing  out 
higher  sales, 
more  papers 
offer  tomorrotvs 
NEWS 
even  earlier  today 


hoever  started  the  Sunday 
bulldog  edition  probably 
never  dreamed  it'd  be  com¬ 
peting  with  his  Saturday  morning  news¬ 
papers,  but  that’s  what’s  hap¬ 
pening  in  a  growing 
number  of  metropoli¬ 
tan  areas. 

In  past  years,  some 
large  city  newspapers 
rushed  out  early  Sunday 
editions  late  Saturday 
night.  Today,  there’s  a 
growing  trend  to  unleash 
their  bulldogs  well  before 
noon  Saturday. 

To  reverse  Sunday  circula¬ 
tion  slippage  —  down  1% 
overall  nationwide  from  a  year 
ago,  according  to  the  latest 
Audit  Bureau  of  Circulations 
(ABC)  FAS-FAX  figures  —  more 
and  more  papers  are  putting  com¬ 
plete  Sunday  editions  on  the  street 
10  a.m.  and  earlier  on  Saturdays. 
But  not  all  are  finding  it  an  antidote 
to  declining  Sunday  circulation. 

In  many  areas,  Sunday  papers 
bulging  with  advertising  inserts  and 
commanding  higher  ad  and  single-copy 
prices  produce  60%  and  more  of  a  pub¬ 
lication’s  revenues.  Saturday  editions,  in 
contrast,  traditionally  have  been  the 
weakest  link  in  the  revenue  chain. 

www.mediainfo.com 


usher 


Call  for  Entries 
19  Awards 

Nominations  are  Now  Open  at 

www.mediainfo.com 

The  EPpy^'*'  Awards  will  be  presented  at  the 
Editor  &  Publisher  Interactive  Newspapers  Conference  and  Trade  Show, 
February  9-12,  2000  in  New  Orleans,  LA 


Since  August 
1998,  The  Palm 
Beach  Post  and  the 
Tampa  Tribune-Tam- 
pa  Times  in  Flori¬ 
da.  The  Indianapolis 
Star,  and  the  Albany, 

N.Y.,  Times  Union 
all  started  early  Sun¬ 
day  editions  —  fol¬ 
lowing  the  lead  of 
The  Atlanta  Journal-Constitution,  the 
Chicago  Tribune,  The  Dallas  Morning 
News,  The  Denver  Post,  the  Denver  Rocky 
Mountain  News,  the  Houston  Chronicle, 
Long  Island.  N.Y.’s,  Newsday,  the  Los  An¬ 
geles  Times,  and  The  Miami  Herald, 
among  others.  And  The  Boston  Globe, 
pinched  by  a  2.4%  drop  in  Sunday  sales  to 
740,420  during  the  past  year,  is  preparing 


to  join  the  bulldog 
parade  before  the 
end  of  this  year. 

Conventional 
wisdom  is  that 
longer  shelf  life 
will  ensure  more 
sales.  However,  it 
hasn't  worked  out 
that  way  for  the 
Tampa  Tribune- 
Tampa  Times,  which  recently  pulled  the 
plug  on  its  11 -month  experiment.  The 
paper  unveiled  its  early  edition  Sept.  20, 
and  published  its  last  one  with  an  Aug. 
15  date. 

Explaining  the  bulldog's  demise,  Reid 
Ashe,  publisher  of  the  Tampa  paper,  says 
sales  failed  to  meet  expectations,  leveling 
off  at  only  3,(XX).  Even  with  the  bulldog. 


Tribune-Times  Sunday  circulation  fell 
nearly  3%  to  332,329  during  the  past  year. 

Circulation’s  also  down  slightly  at  The 
Palm  Beach  Post,  which  initiated  its  early 
Sunday  edition  last  year  three  weeks 
before  Tampa  did.  But  tbe  paper  is  hang¬ 
ing  tough. 

“Although  it’s  not  measured  up  to  our 
wildest  dreams."  says  Post  publisher  Tom 
Guiffrida,  “it’s  been  a  plus.  We’re  satisfied 
and  have  no  intention  of  discontinuing  it.” 

Guiffrida  won’t  discuss  Sunday  figures, 
but  acknowledges  “Saturday  sales  are 
down  a  little.” 

The  latest  ABC  FAS-FAX  report  lists  Post 
Sunday  circulation  at  235,536,  down 
2,779  from  last  year. 

Because  of  production  limitations  and 
to  avoid  adding  personnel.  The  Indiana¬ 
polis  Star/News  first  ceased  Saturday 


“Although  it's  not 
measured  up  to  our 
wildest  dreams,  ”  says  Post 
publisher  Tom  Guiffrida, 
“it's  been  a  plus. " 


Early  bulldog  ‘a  plus’  In  Palm  Beach 


by  Si  Liberman 

Tom  Giuffrida,  The  Palm  Beach 
Post  publisher,  concedes  early 
Sunday  sales  aren’t  meeting  the 
most  optimistic  projections  and  have 
even  slipped  somewhat  since 
January,  but  he  has  no  inten¬ 
tion  of  throwing  in  the  towel 
like  the  Tampa  Trihune- 
Tampa  Times  on  Florida’s 
Gulf  Coast. 

“We’re  satisfied  with  the 
results  so  far,  and  we’re  not 
planning  to  change  course 
he  says.  “It’s  popular  with 
people  who  want  an  early 
jump  on  the  classifieds  and 
other  ads.  It’s  a  plus.” 

The  Post,  a  member  of  the 
Cox  Newspaper  Group,  introduced  its 
Sunday  bulldog  in  August  1998,  three 
weeks  before  the  Tampa  Tribune  and 
Times  did.  The  Tampa  paper,  unable  to 
push  early  Sunday  sales  beyond  3,000  a 
week  and  recoup  the  10.(XK)-plus  circu¬ 
lation  it  lost  since  last  year,  published 
its  last  bulldog  edition  Aug.  15. 

For  competitive  reasons,  Giuffrida 
begs  off  going  into  Post  Sunday  sale 
figures.  However,  he  acknowledges 
some  loss,  as  expected,  since  the  peak 
winter  resort  days  of  January,  and  that 
Saturday  edition  sales  have  suffered  a 
little  as  well. 

According  to  the  latest  Audit  Bureau 
of  Circulations  fas-fax  report.  Post 
Sunday  circulation  dipped  2,779  to 


235,536  since  last  year,  and  daily  sales 
are  off  nearly  as  much. 

“Early  Sunday,”  as  the  Post  edition  is 
called,  is  printed  in  a  downtown  West 
Palm  Beach  plant  and  circulates  in  Palm 
Beach  County,  a  major  winter  resort 
and  one  of  the  nation’s  fastest 
growing  counties  with  over  a 
million  year-round  residents. 

It  was  launched  with  fre¬ 
quent  radio  and  TV  commer¬ 
cials  over  several  months.  To 
produce  and  get  it  to  the 
supermarkets  and  newsstands 
by  10  a.m.  Saturday,  the 
equivalent  of  10  full-time 
employees,  including  four 
desk  people,  were  hired. 

“Of  course,  we  had  one  or 
two  hiccups  in  the  beginning,” 
editor  Edward  M.  Sears  recalls.  “You 
expect  that,  but  we’re  very 
pleased  with  where  we  are 
now. 

“For  the  most  part,  we’re 
wrapped  up  by  6  p.m.  Friday, 
except  for  a  few  pages  in  the 
first  and  local  sections,  which 
are  kept  open  for  late  news  till 
maybe  3  a.m.  Saturday,”  the 
editor  explains. 

Glitches  developed  in  the 
beginning  when  some  ads  did¬ 
n’t  meet  an  earlier  deadline. 

“We  had  to  make  some  fast  adjust¬ 
ments  without  reducing  the  number  of 
pages,  so  we  just  started  without  the 
missing  ads,”  Sears  says. 


“Then  there  was  the  [Kenneth]  Starr 
report  that  came  in  as  we  were  begin¬ 
ning  the  early  Sunday  paper.  What  to 
do?  We  decided  to  devote  eight  to  12 
pages  to  it  with  a  special  section  in  both 
the  Saturday  edition  and  Sunday  bull¬ 
dog.  We  refined,  recapped,  and  updated 
it  for  the  Sunday  final.  It  was  a  hellish 
situation  —  quite  a  challenge,  to  say 
the  least.” 

Depending  on  the  season,  the  number 
of  pages  on  Sundays  ranges  from  1 10  to 
200,  exclusive  of  advertising  inserts.  As 
many  as  50  pages  may  be  made  over  for 
the  final  edition  to  accommodate  late- 
breaking  news  and  sports. 

“We’re  in  a  very  competitive  situa¬ 
tion.”  Sears  points  out.  “so  don’t  expect 
me  to  talk  about  figures.  The  Sun- 
Sentinel  would  appreciate  that  infor¬ 
mation.” 

The  Fort  Lauderdale  Sun- 
Sentinel  is  the  Post's  chief 
competitor.  Its  nearly  392,000 
Sunday  circulation  tops  the 
Post's  by  157,000. 

“I  know  they  have  plans  for 
an  early  Sunday  paper.”  Sears 
adds.  “They’re  a  very  smart 
outfit.” 

Advised  of  what  Sears  says 
about  the  Sun-Sentinel  and 
asked  if  such  plans  exist, 
Howard  Greenberg,  the  rival 
paper’s  vice  president  in  charge  of  cir¬ 
culation,  wastes  no  words. 

“Have  none.  Plan  none,”  he  says,  cut¬ 
ting  short  the  conversation. 


Tom  Giuffrida, 
publisher,  The 
Palm  Beach  Post 


Edward  M.  Sears, 
editor.  The  Palm 
Beach  Post 
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publication  of  the  News  (circu-  _ 

lation  33,000),  the  weaker  . ,  f  ■»  * 

afternoon  sister  of  the  Star,  then  S 
announced  plans  to  discontinue  \ 
publication  of  the  six-day-a-  ' 
week,  130-year-old  News  in  \\ 

October  and  eliminate  20  jobs.  1  P 
“We’re  using  News  people  to  \'i 
pt  out  the  bulldog  edition  now,  so 
it’s  been  a  wash,"  says  Steve  \\  ^*sh»p'"* 
Wagenlander,  circulation  sales  and  'i'  M 
marketing  manager.  n  a 

“For  us,  it’s  stopped  the  bleed-  \\  ] 
ing,”  says  George  Martin  Jr.,  Albany  \\ 

Times  Union  circulation  director.  The  i  \ 

Albany  paper  kicked  off  what  it  calls 
"the  early  bird  edition”  last  September 
at  the  bargain-basement  newsstand 
price  of  $  1 ,  half  the  cost  of  the  Sunday  , 
final. 

“We  did  it  without  adding  personnel, 
and  we’ve  regained  the  5,000  Sunday 
sales  we  lost  during  the  past  year,”  \\ 
Martin  explains.  “To  promote  it,  we  had 
a  guy  go  around  dressed  as  a  bird.  The 
publisher  and  some  of  the  others  thought 
the  promotion  was  silly,  but  it’s  paid  off.” 

Sunday  circulation  is  back  to  where  it 
was  a  year  ago  at  150,000,  he  says. 

For  Newsday,  the  Times  Mirror  Co.’s 
Long  Island  tabloid,  its  head-start  Sunday  i 
product  is  a  genuine  success  story.  I 

“We’re  selling  nearly  3%  more  £. 
Sunday  papers  since  we  started  it  in  r 
September  ’97,”  says  Robert  Brennan,  Lj 
Newsday's  vice  president  in  charge  of  1/  i 
circulation.  “Fd  say  the  early  edition  17  | 
has  been  a  major  contributor.” 

The  Newsday  Sunday  paper’s  cir- 

culation  of  660,104, 
as  noted  in  the  latest 
ABC  FAS-FAX  figures, 
is  3,000  higher  than 
{  last  year.  The  bull- 
dog’s  printed  and 

delivered  along  with 

the  regular  Saturday 
paper,  reaching  retail 
outlets  between  5  and 
7  a.m.  Saturday.  Its 
newsstand  price  of  $  1 
is  50  cents  cheaper 
than  the  later  Sunday  edition. 

Yes,  it  has  impacted  sales  of  the 
Saturday  paper,  Brennan  admits.  “It’s 

hard  to  quantify  by  how  much,  though.” 

While  Monday  to  Friday  circulation 

gained  2,300  to  573,542  during  the  past 
year,  Saturday’s  sales  slipped  16,300,  or 
slightly  more  than  3%,  to  455,625. 

For  Newsday's  West  Coast  sister,  the 
Los  Angeles  Times,  also  a  member  of  the 
Tines  Mirror  family,  the  Sunday  bulldog  is 


sections  with  [the] 
in  the  final  edi-  i 
tion,”  Dinkmeyer  ex-  - 

plains.  “Every  paper  { 
is  wrapped  and  tied  |  ir 

with  a  nylon-type  i 
strap  to  prevent  sec- 
tions  from  disap-  j  /  J 

pearing.  The  adver-  "j 

risers  like  that.”  Robert  Saurer, 

Newsstand  price  planning  manager, 
of  the  Sunday  Times  The  Boston  Globe 
\  is  pegged  to  the  com- 
1  petition.  In  Orange  County,  it’s  $1.16 
\  plus  tax;  in  Los  Angeles  and  Ventura 
\  counties,  $1.50  plus  tax;  and  $2  plus  tax 
outside  California. 

After  tinkering  with  the 
/  idea  on  and  off  for  years, 
1  Boston  Globe  has  final- 

'  **'°'nen  ly  decided  to  take  the 

plunge.  Robert  Saurer,  the 
Globe's  strategic  planning 
manager,  has  headed  an  inten- 
-  _  sive  four-month  study,  involv- 
ing  as  many  as  15  department 
managers  and  others.  He  says  he 
and  Stephen  Cahow,  vice  presi- 
/  dent/circulation,  are  enthusiastic 
BB  /  about  the  possibilities. 

IHp  Saurer  estimates  it’ll  require  an 
/  added  expense  of  up  to  $2.5  million 
/  and  necessitate  the  hiring  of  10  to  15 
B  /  full-time  employees  for  the  editorial 
p  and  circulation  departments.  “We’re 
■  already  trying  out  prospective  new 
I  employees  and  planning  an  aggressive 
'  radio,  tv,  in-house,  and  p)oint-of-sales 
promotion  campaign. 

“As  for  Saturday-edition  sales,”  he 
says,  “the  feeling  is  we’ll  lose  one  paper 
for  every  four  early  Sunday  ones  we  sell.” 

Still  to  be  decided  is  whether  to  dis¬ 
count  the  bulldog.  “We  may  do  it  for  a 
few  weeks  as  part  of 
our  promotional  intro¬ 
ductory  stuff,”  Saurer 
says,  “but  right  now  it 
doesn’t  look  like  we’d 
do  it  long  term.” 

The  Globe's  Sunday 
newsstand  price  is  $2.  Its 
daily  price  is  50  cents. 

In  recent  months.  The 
Miami  Herald,  the 
Houston  Chronicle,  the 
Denver  Rocky  Mountain 
News,  and  The  Denver 
Post  have  pushed  back 
deadlines  and  are  getting 
the  Sunday  papier  on  the  street  some 
Saturdays  by  8  a.m. 

“Getting  out  an  hour  earlier,  we  beat 
the  early-morning  traffic  and  sell  3,000  to 
4,000  more  papiers,”  says  Diron  Overby, 


\  Mtoff  W 
1  EUiot 


For  Long  Island, 

N.Y.-based  Newsday,  its 
head-start  Sunday  product 
has  been  a  genuine  success  story. 


says  Brad  Dinkmeyer, 

Times  retail  marketing 
manager,  “It’s  a  very 
important  part  of  our 
sale,  and  we  try  to  have  it 
delivered  by  7:30  a.m. 

Saturday.” 

The  sale  ranges  from 
70%  to  75%  of  the 
93,000  bulldog  press 
order,  representing  about 
5%  of  the  Sunday  Times' 

1,385,787  circulation, 
which  is  virtually  un¬ 
changed  from  a  year  ago. 

Saturday  edition  circulation,  at  998,748,  is 
down  8,000  from  a  year  ago. 

“Rather  than  take  back  unsold  early 
Sunday  copies,  we  just  freshen  ’em  up  by 
replacing  the  ‘A,’  ‘Metro,’  and  ‘Sports’ 


'As  for  Saturday- 
edition  salesy  the 
feeling  is  we’ll  lose 
one  paper  for  every 
four  early  Sunday 
ones  we  sell.  ” 

—  Robert  Sauer 
The  Boston  Globe 


Robert  Brennan, 
vice  president, 
Newsday 
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the  Houston  Chronicle  single-copy  sales 
manager.  "That’s  a  good  3  to  4%  gain.  We 
print  100,000  copies  of  the  early  Sunday 
paper  and  sell  about  80,000,  which  repre¬ 
sents  nearly  30%  of  all  Sunday  single¬ 
copy  sales.” 

During  the  last  six  months.  Chronicle 
Sunday  sales  averaged  736,212,  down 
1.9%,  while  daily  circulation  slipped 
2.1%  to  541,782. 

The  Denver  Post  has  enjoyed  a  6.6% 
Sunday  circulation  gain  to  523,324. 
"Unless  you  can  hire  me,”  jokes  Dale 
Nichols,  a  Post  single-metro-copy  sales 
manager,  alluding  to  his  paper's  battle 


“Its  success  depends  on 
how  aggressively  it’s 
marketed  and  how  early 
we  get  it  to  the  hawkers 
and  stores.  With  a 
passive  effort,  you 
get  nowhere.  ” 

Hugh  McGariy, 
Denver  Rocky  Mountain  News 


with  the  Rocky  Mountain  News,  “don’t 
expect  me  to  tell  you  how  many  bulldogs 
we  print  and  sell.” 

Impact  on  Saturday  edition  sales? 

“They’re  higher  than  they’ve  ever 
been,”  Nichols  says. 

The  Rocky  Mountain  News'  director 
of  single-copy  sales  and  marketing, 
Hugh  McGarry,  is  more  forthcoming. 
The  bulldog  represents  20%  of  the 
120,000  Sunday  single  copies  sold  each 
week,  he  estimates,  and  its  introduction 
in  1992  precipitated  a  7%  drop  in 
Saturday  edition  sales. 

“Its  success  depends  on  how  aggres¬ 
sively  it’s  marketed  and  how  early  we  get 
it  to  the  hawkers  and  stores,”  McGarry 
says.  “With  a  passive  effort,  you  get 
nowhere.” 

Rocky  Mountain  News  Sunday  circula¬ 
tion.  at  461,103,  is  up  6%  over  last  year, 
according  to  the  ABC. 

What’s  obviously  helped  single-copy 
Sunday  sales  of  both  Denver  papers  has 
been  their  copycat  bargain  price,  50  cents. 
In  most  other  cities  where  competition 
isn’t  as  fierce,  Sunday  papers  sell  for 
$1.50  to  $2.  WtL 


Liberman  (SiLiberman@aot.com)  is 
a  retired  editor  of  the  Asbury  Park 
(N.J.)  Sunday  Press. 
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by  Si  Liberman 


We  really  didn’t  know  rnttltg  y 

to  expect. 

Some  : 

sell  anywhere  from  5,000  to  i 
75,000  copies  of  the  Sunday  I 
bulldog.”  says  Reid  Ashe,  pub-  | 
lisher  of  the  Tampa  Tribune-  " 

Tampa  Times.  Unlike  a  number  of  other  newspapers,  '  “ 

Initially,  the  press  run  was  ^^e  Tampa  Tribune  put  its  “Early  Sunday”  bulldog 
15,000,  and  the  goal  was  to  edition  to  sleep,  bidding  “Farewell”  to  it  Aug.  15. 
have  it  off  the  presses  at  8 

a.m.  Saturday  and  in  all  the  stores  by  lot  more  attention  to  cultivating  distri- 
noon.  bution  channels,  and  I  wouldn’t  say 

When  Ashe  called  it  quits  this  month  that  we’ll  never  do  it  again.” 

1 1  months  after  the  bulldog’s  debut  When  it  landed  in  stores  last  fall,  the 
(Aug.  15  saw  the  last  edi-  ^^^^h|||||||h  price  of  the  Tampa  bulldog, 
its  newsstand  sales  75  cents,  matched  that  of  the 

barely  3,0(X)  and  its  final  Sunday  edition.  Sunday 

classified  and  advertising 
deadlines  weren’t  changed, 
and  both  editions  also  had 
the  same  number  of  pages. 

Earlier  this  summer,  the 
Sunday  final  newsstand  price 
was  raised  to  $1,  but  the 
price  of  the  bulldog  edition 
remained  at  75  cents.  The 
Tampa  Tribune  daily  sells  for 

25  cents. 

“A  tiny  decline  but  negligible, 
projects.”  insignificant”  is  how  Ashe  describes 

Launch  expense  was  moderate.  No  the  early-Sunday  paper’s  impact  on 
new  employees  —  only  some  overtime  Saturday-edition  sales, 
and  extra  paper,  Ashe  says.  Radio,  in-  The  latest  Audit  Bureau  of  Circula- 
house,  and  point-of-sales  promotion  tions  (ABC)  fas-fax  report  shows  the 
were  used  —  no  television.  Sunday  Tribune-Times  circulation  at 

“And  the  promotion  petered  out  332,329,  down  10,437  compared  with 
pretty  soon.  Visibility  was  a  problem,  the  same  period  last  year,  and  daily 
Newsstands  buried  the  early  paper.  You  sales  at  238,889,  off  10,87 1 . 
just  didn’t  see  it  when  you  came  into  a  The  Tampa  Tribune-Tampa  Times  is 
store.  If  I  were  to  do  it  again.  I’d  pay  a  owned  by  Media  General  Inc. 


tion), 
were 
press  run  6,000. 

“It  was  completely  plus  ' 

circulation,  though,”  the  pub-  I 

lisher  stresses,  “and  I  could 
probably  make  a  case  that  it 
paid  off  in  sales.  We  simply 
felt  we  could  get  better  results 
spending  our  resources  on  publisher,’ 
other  projects  like  Tampa  Tampa  Tribune 
Stadium,  restaurant  and  hotel 
sales.  But  I’m  not  going  to  go  into 
detail  about  some  of  our  other  future 
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The  world  s  premier  source  book  on  roday’s  newspapers.  Now 
in  its  79th  annual  edition,  the  Year  Book  is  an  exhaustive  com¬ 
pilation  of  names,  statistics,  data  and  newspaper-by-newspaper 
information  you’ll  find  nowhere  else! 

PAK  l  1  -  U.S.,  CANADIAN  AND  FOREIGN  DAIUE£S 

Dailies  throughout  the  world  including  contact  names,  addresses, 
phone/fax  numbers,  local  population,  circulation,  special  editions, 
mechanical  specs,  equipment,  news  services  and  more!  Also  data  on 
news,  picmre  and  syndicated  services;  equipment/interaaive  prod¬ 
ucts  and  services;  and  other  organizations  and  industry  services. 

NFAV!  P,\m  2  -  U.S.  AND  CANADIAN  COMMLJ- 
NITY,  SPECIALTY  aiicl  FREE  PUBLICATIONS 

Community  papers,  shoppers/TMCs,  specialty  and  niche  publica¬ 
tions:  alternative,  ethnic,  religious  ...  Contact  names,  addresses, 
phone/fax  numbers,  circulation,  ad  rates,  mechanical  specs,  equip¬ 
ment  and  more! 

P.KR  l  :i  -  "WHO’S  WHERE’ 

Your  separate,  perfecdy  portable  and  packable  phone  direaory  of  the 
major  players  in  both  DAILY  and  NON-DAILY  papers. 
Alphabetical  by  name  with  company  name,  tide  and  phone  number. 


IT’S  THE  WHO,  WHAT,  WHERE,  WHEN 
AND  HOW  OF  NEWSPAPERS! 

More  than  16,000  research  hours  have  been  devoted  to  revising, 
adding,  updating  and  enhancing  the  Year  Book.  It  provides  the  most 
up-to-date  data  available.  Order  your  set  today! 


Full  set.  Parts  1,  2  and  3  -  $179  •  Dailies  (Part  1)  and 
Who’s  Where  (Part  3)  ~  $129  •  Dailies  (Part  1)  ONLY  -  $1 15 
Ask  about  discounts  on  five  or  more  copies! 

Also  available  on  CD-ROM 

Database  and  application  WITH  listing  capabilities  ~  $895 

Mail  Your  Order  and  Payment  To:  Editor  &  Publisher  International  Year 
Book,  PO  Box  3000,  Clenville,  NJ  07834-3000  Or  charge  your  order  to 
your  AMEX/Visa/MC  account,  call:  800-783-4903  •  Fax:  973-627-5872 
•  E-mail:  edpub^mediainfb.com  ORDER  ONLINE:  wvvw.mediainfo.com 
•  CD-ROM  inquiries:  (212)  675-4380,  ext.  172 

Payment  must  accompany  all  orders  for  1999  edition.  CA,  CO,  DC,  MA  and 
NV  residents  please  add  appropriate  sales  tax.  Canada  residents  please  add 
GST.  No  shipment  to  PO  Boxes.  All  CD-ROM  sales  are  final. 

The  Editor<S?Publisher  company 


Where  You’ll  Find  the  Powers  of  the  Press.™ 
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CareerPalh  to  merge 
lob  search  databases 


Change  will  make 
searching  easier,  but 
some  papers  are  resistant 

by  Carl  Sullivan 

To  make  life  easier  for  online  job 
seekers,  CareerPath.com  plans  to 
integrate  its  newspaper  classified 
advertisements  with  its  Web-only  ads  by 
November,  says  Stephen  Ste.  Marie,  CEO 
of  the  Los  Angeles-based  company.  But 
some  newspapers  are  resistant  to  the  plan, 
fearing  their  brand  names  will  be  diluted. 

Currently,  job  seekers  who  visit  hup:// 
wuu.caroerpiith.com  or  any  of  its  news¬ 
paper  affiliates  have  two  different  databas¬ 
es  to  search:  one  for  ads  that  come  from 
print  newspapers  and  another  for  ads  that 
have  been  posted  directly  on  the  Web  by 
employers.  “It’s  not  relevant  to  the  way 
users  search,”  admits  Ben  Beilinson, 
senior  vice  president  for  marketing. 

Readers  at  some  newspaper  Web  sites 
have  not  two  but  three  databases  to  search. 


At  The  New  York  Times  on  the  Web,  for 
example,  you  can:  “Search  The  New  York 
Times  Classifieds,”  “Search  other  newspa¬ 
pers,”  or  “Search  Web  listings.”  As 
CareerPath  executives  point  out,  most 
Web  users  don’t  care  where  the  ads  come 
from;  they  just  want  to  find  jobs. 

But  many  papers  don’t  like  the  idea  of 
their  classifieds  being 
jumbled  together  with 
those  from  other  news¬ 
papers  and  the  Web. 

“There  are  some  peo¬ 
ple  who  don’t  love  the 
fact  that  it’s  merging, 
because  it  is  not  news- 
paper-centric,”  Beilin¬ 
son  says.  Smaller  news¬ 
papers  especially  have 
difficulty  with  losing 
their  local  branding. 

But  Beilinson  points 
out  that  each  individual 
classified  will  carry  the 
newspaper’s  brand. 

Some  papers  support  the  change.  “They 
provide  us  a  national  platform,  allowing 


us  to  compete  with  Monster.com,”  says 
Erin  Starzynski,  a  spokesperson  for  wash- 
ingtonpost.com.  At  the  Tribune  Co.  in 
Chicago,  an  online  classifieds  manager 
adds,  “I  don’t  think  we  have  a  choice. 
Consumers  don’t  want  to  search  multiple 
databases.” 

In  their  effort  to  build  traffic,  Career- 
Path  officials  say  the  ad  campaign  that 
was  launched  earlier  this  year  has  been 
very  successful.  The  company  won’t  say 
exactly  how  much  it  is  spending  this  year 
on  advertising,  but  it  is  believed  to  be 
upwards  of  $50  million,  including  adver¬ 
tisements  that  run  in  CareerPath’s  news¬ 
paper  partners. 

While  the  number 
of  Web-only  ads  on 
the  site  will  increa.se, 
Ste.  Marie  stresses  the 
company’s  commit¬ 
ment  to  its  newspaper 
roots.  CareerPath  was 
co-founded  in  1995 
by  six  of  the  largest 
newspapers  in  the 
United  States. 

No  other  employ¬ 
ment  Web  site  can 
offer  Web  and  print 
ads  together,  says  Ste. 
Marie,  who  adds  that 
a  study  at  one  of  its  affiliated  newspapers 
showed  that  the  quantity  and  quality  of 
job  applicants  goes  up  when  you  combine 
print  and  well-written  Web  ads.  Career- 
Path  officials  hope  to  do  a  broader  study 
on  the  efficacy  of  newspaper/Web  classi¬ 
fied  combinations  this  autumn. 

The  company  also  promotes  progress 
in  building  its  database  of  resumes 
online.  Web  surfers  can  post  their 
resumes  for  free,  and  companies  pay  to 
search  the  list  of  job  seekers.  Ste.  Marie 
says  affiliated  newspapers  are  promoting 
the  resume  service  and  helping  to  sell  it 
to  employers  in  their  local  markets.  The 
database  currently  contains  over  700,000 
resumes. 

The  change  to  one  database  is  part  of 
the  company’s  switch  to  new  architecture 
for  the  entire  site,  which  has  grown 
tremendously  this  year.  CareerPath  now 
claims  more  job  listings  than  any  other 
employment  Web  site  (398,000  as  of 
August).  In  terms  of  traffic,  the  site  is  now 
the  second  most  popular  employment  site, 
after  Monster.com. 


Additional  reporting  by  Martha  L 
Stone. 


Solutions  Functional,  versatile,  and 
without  affordable  systems 

QUADRANT  ONLINE  CLASSIFIED 

SECTORS  target  market  modules 

AdQue 

Ad  data  management  module 
SMS  Gold  Business 

Circulation  •  Advertising 
Accounts  Payable  •  Payroll 
General  Ledger 

SMS  Gold  Library 

Photo  management 
Interconnect  to  the  web 
Sms  Gold  Audiotext 

Audio  information  systems 

Look  for  us  at  America  West  booth  #  71. 

Call  417-782-0280  or  go  to  www.stauffergold.com. 
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Some  CareerPath  affiliates,  like  The 
New  York  Times,  make  job  seekers 
search  three  different  databases. 
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BestPlaGes.net  site 
a  goad  place  to  visit 


Savvy  journalists 
can  ‘Fast  Forward’ 
to  demographic  data 

by  Charles  Bowen 

How  does  your  city  compare  with 
others  in  terms  of  violence?  Is  its 
number  of  property-related  crimes 
above  or  below  the  national  average? 
How  does  it  fare  in  terms  of  education? 
Are  its  pupil-teacher  ratios,  its  school 
spending,  and  its  graduation  rates  close  to 
those  in  other  towns  of  similar  size?  What 
about  the  local  air  and  water  quality? 
Health  and  housing  costs?  Job  growth? 
Tax  rates? 

A  new  online  tool  enables  you  to  get  a 
different  spin  on  current  demographics  by 
localizing  them  through  a  Web  site  devot¬ 
ed  to  discovering  America’s  most  liveable 
cities.  We  and  our  readers  have  become 
obsessed  with  lists,  from  the  “Top  10 
This”  to  “The  Very  Best  That.”  And,  for 


two  selections  in  categories  ranging  from 
house  purchase  prices  to  rates  for  taxes, 
crime,  and  unemployment. 

•  “Climate  profiles  for  320  U.S.  cities.” 
Click  here  to  get  month-by-month  weath¬ 
er  statistics  for  individual  cities  in  some 
40  categories,  like  the  amount  of  rainfall 
and  snowfall,  wind  speeds,  temperature 
extremes  and  averages.  Also  available  are 
climate  profiles  for  1,700  cities  world¬ 
wide.  Choose  this  for  international  weath¬ 
er  data  and  predictions  for  the  next  six 
months. 

•  “Climate  Pop  Chart.”  Travel  writers, 
take  note,  this  links  to  a  list  of  the  100 
most  popular  destinations  and  calls  in  the 
best  of  the  site’s  climate  data. 

•  “Compare  crime  rates  in  2,500  cities.” 
Click  this  one  for  the  latest  FBI  stats.  You 
are  prompted  to  select  two  cities  to  com¬ 
pare  in  eight  categories  including  murder, 
rape,  robbery,  aggravated  assault,  bur¬ 
glary,  larceny,  motor  vehicle  theft,  and 
arson.  You  can  seek  either  the  latest  actual 
numbers  or  the  crime  rate  per  capita. 

Other  considerations  for  using  Best- 


Place.net  in  your  reporting  and  editing: 

IFast  Forward’s  home  page  also  has 
products  to  sell.  Founder  Bert  Sperling 
created  the  “Places,  U.S.A.”  software  that 
ranks  the  300  largest  metropolitan  areas  in 
70  different  categories,  from  weather  and 
crime  to  arts,  economy,  and  education. 
Much  of  the  data  also  is  available  for  sale 
in  other  formats,  including  Excel,  dBase, 
and  ASCII.  See  the  site’s  “Data  Store”  link 
for  details. 

2  Recently,  the  site  began  collecting  arti¬ 
cles  from  various  publications  about 
best  places  to  live  and  has  started  reviewing 
other  surveys,  such  as  Fortune  magazine’s 
“Best  Cities  for  Business”  report.  Click  the 
“Articles”  link  and/or  the  “Reviews/- 
Commentary”  link  on  the  introductory 
page  to  reach  these  areas. 

3  Not  everybody  loves  these  city-to-city 
comparisons.  Regularly,  some  dem¬ 
ographers  take  the  pollsters  to  task  for  their 
work,  questioning  the  methodology  and  the 
validity  of  the  conclusions  on  what  is 
essentially  a  subjective  matter  of  quality  of 
life.  To  BestPlaces.net’s  credit,  the  site  files 
these  criticisms  online  along  with  all  its 
other  data.  You  can  read  them  in  the 
“Articles”  section. 


Bowen  (charlesbowen@compu 
serve.com)  is  a  West  Virginia  journalist 
and  30-year  veteran  of  newspapers. 
He  is  host  of  the  daily  “Internet  News” 
syndicated  radio  show. 


the  past  decade  or  so,  we  have  had  a  reg¬ 
ular  flow  of  books  and  yearly  magazine 
articles  ranking  the  best  places  to  live. 
Now,  using  the  same  pool  of  data,  you 
can  make  side-by-side  comparisons  of 
cities  on  any  of  some  30  different  factors, 
including  health,  housing,  and  even  the 
numbers  of  sunny  and  rainy  days. 

Fast  Forward  is  a  Portland,  Ore., 
demographics  consulting  firm  that  has 
been  comparing  U.S.  cities  since  the  mid- 
1980s.  It  regularly  works  with  national 
advertising  firms  and  publications.  Now 
much  of  Fast  Forward’s  basic  data  is 
available  online  at  its  BestPlaces.net  site. 
To  use  it  in  your  work,  start  by  visiting 
htlp://wwvv.besiplaces.net,  where  the  in¬ 
troductory  screen  provides  links  to  its 
most  frequently  requested  services.  They 
include: 

•  “Compare  1,000  cities  in  30  cate¬ 
gories.”  Click  this  link  and  you  are  invit¬ 
ed  to  select  two  U.S.  cities  from  the  data¬ 
base  to  see  a  side-by-side  comparison. 
The  result  is  a  two-page  table,  giving  the 
national  average  and  specifics  for  your 
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Suburban  Newspapers  of  America  (SNA)  Invites  You  to 
Our  Annual  Classified  Advertising  Managers'  Conference 

November  3-6,  1999  •  Hilton  Riverside  Hotel  •  New  Orleans 

The  Only  Conference  Programmed  Exclusively  for  Suburban  Newspaper 
Classified  Advertising  Managers 


'  "Building  Automotive  Classified  Revenue 
in  an  Increasingly  Competitive  Market" 

'  "Strengthening  Your  Recruitment 
Advertising  Bottom  Line* 

'  "Ideal  Classified  Department  Structures" 

•  "The  Technologies  Behind  Today's 
Classified  Advertising  Departments" 

'  "Niche  Publications  That  Generate  Profits 
for  the  Classified  Department" 


"Strengthening  the  Sales  Skills  of  Your 
Classified  Staff" 

"Making  Sensible  Classified  Ad  Rate 
Decisions  in  Times  of  Company 
Expansion' 

"What  You  Need  to  Know  about 
Database  Marketing  Programs" 


If  you  would  like  to  he  added  to  SNA's  mailing  list  in  order  to  receive  information  about  this 
conference,  please  call  us  at  31 2-644-66W.  send  us  an  e-mail  at  ,  or  send  us 

your  business  card  along  with  a  note  requesting  a  conference  brochure. 


www.mediainfo.com 
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Minnesota’s  St  Paul 
Pioneer  Press  stands 
its  ground  on  ad  policy 


by  Joe  Nicholson 


It  sounded  like  all-out  war  when 
Minnesota  Gov.  Jesse  “The  Body” 

Ventura  declared  on  his  weekly  radio 
program  that  he  was  cancelling  St.  Paul 
Pioneer  Press  subscriptions  and  terminat¬ 
ing  communication  with  the  paper. 

The  professional  wrestler-tumed-gover- 
nor,  whose  best-selling  book  mentioned 
his  patronage  of  Nevada’s  Moonlight  Bun¬ 
ny  Ranch  brothel,  claimed  he  was  retaliat¬ 
ing  against  the  paper  because  it  published 
ads  for  X-rated  movies  and  strip  joints. 

During  a  half-hour  tirade,  Ventura  sin¬ 
gled  out  many  of  the  paper's  columnists 
and  editorial  writers,  declared  “the  St. 

Paul  Pioneer  Press  are  a  bunch  of  hyp¬ 
ocrites  from  top  to  bottom.”  and  sneered. 

“I  will  not  participate  with  the  ‘St.  Paul 
Pioneer  Pom’  paper  anymore  because  of 
the  fact  that  we’re  going  to  take  a  stand  on 
this  triple-X,  this  pornography  that  they’re 
peddling  over  there.” 

Over  at  the  office  of  ^  - 

the  Pioneer  Press,  nobody  U  _ 
blinked.  SLlL 

“That’s  kind  of  [Ventura’s] 
bluster  and  bluff,”  observes  p^~- 
Marji  Ranes,  46,  senior  vice 
president  for  marketing  and 
sales. 

“I  can’t  say  that  I’m  bigger 
than  he  is  because  that  would- 

n’t  be  tme,”  she  laughs.  • _ ^ 

Two  days  after  Ventura’s 
radio  tirade,  he  backed  off,  f 

claiming  his  threats  were  all  a 

“I  don’t  think  we’re  going  to 
be  canceling  any  newspaper  Pioneer  Press  cartoon  of  Ventura  and  two  hookers  that  appeared 
subscriptions,”  announced  a  last  Wednesday  just  as  the  brouhaha  between  the  paper  and 
Ventura  spokesman.  “He  was  the  governor  over  who  was  a  hypocrite  seemed  to  be  ebbing, 
kidding  when  he  said  it.”  “should  be  allowed  to  advertise.”  sexual 

Ranes  says  the  Pioneer  Press  never  Several  months  ago,  the  paper  consid-  The 
considered  pulling  its  small  number  of  X-  ered  adjusting  its  ad-acceptance  policy  of  phor 

rated  movie  and  strip-joint  ads.  after  its  Twin  Cities  rival,  Minneapolis’  callers 

“What  the  governor’s  opinion  is  of  our  Star  Tribune,  moved  X-rated  ads  from  its  eral  oti 


AP  pht)to/Dawn  Villella 


Ventura  attacks  “St.  Paul  Pioneer  Porn”  on  radio.  Inset:  The  Pioneer  Press'  Marji  Ranes. 


sports  section  to  the  classified  ad  section. 

The  Pioneer  Press  ultimately  decided 
to  allow  the  X-rated  and  strip-joint  ads  to 
continue  running  in  its  sports  section.  “I 
think  it’s  much  cleaner  for  a  newspaper  to 
either  accept  or  reject  a  catego¬ 
ry  of  advertising  rather  than 
restrict  where  they  run,” 
explains  Ranes. 

“If  we  begin  to  get  com¬ 
plaints  about  advertising  for 
birth  control  in  the  sports  sec¬ 
tion,  do  we  then  start  moving 
that  to  classified?”  she  asks. 


ad-acceptance  policy  is  not  going  to  impact 
our  policy  one  way  or  another,”  explains 
Ranes.  X-rated  movies  and  strip  joints  are 
legal  businesses  and  licensed  by  the  state, 
she  points  out.  adding  that  such  businesses 
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going  to  start  a  subscrip¬ 
tion  because  you  are 
holding  the  governor 
accountable  for  his 
actions.” 

Ranes  says  she  be¬ 
lieves  Ventura’s  attack 
was  prompted  by  the 
paper’s  criticism  of  him. 
particularly  an  editorial 
about  his  participation 
Aug.  22  as  a  referee  in 
SummerSlam,  a  World 
Wrestling  Federation 
match  that  featured 
choreographed  vio¬ 
lence,  scantily  clad 
women,  vulgar  lan¬ 
guage,  and  antics  like 
one  wrestler  forcing 
another  to  bite  into  a  uri¬ 
nal  cake. 

The  Pioneer-Press 
reported  that  about  a  third  of  the 
SummerSlam  audience  appeared  to  be 
under  age  16.  Its  editorial  contended  the 
governor’s  appearance  promoted  sex  and 
violence  and  asked,  “Don’t  you  wonder 
what  our  governor  was  doing  there,  bring¬ 
ing  increased  hype  and  —  no  doubt  — 
more  youthful  viewers  to  this  unredeem¬ 
ing  display  of  behavior?” 

Ventura’s  broadside  came  after  the  edi¬ 
torial  appeared. 

“I’m  going  to  cancel  all  subscriptions  at 
the  Capitol  because  1  don’t  want  people 
thinking  that  we  at  the  Capitol  in  some 
way  support  a  newspaper  that  supports 
pornography,”  he  said. 

Some  suggested  Ventura  took  on  the 
Pioneer  Press  because  it  has  a  competitor, 
and  the  competitor  is  bigger.  If  so,  the 
strategy  backfired.  Last  week,  McClatchy 
Co.’s  Star  Tribune  sided  with  its  Knight 
Ridder  rival,  taking  the  rare  step  of  reprint¬ 
ing  the  Pioneer  Press  editorial  in  question. 

“The  editorial  that  drew  [Ventura’s]  ire 
barely  mentions  him;  its  point  is  to  ques¬ 
tion  why  parents  allow  young  children  to 
attend  or  even  watch  performances  as 
raunchy  as  SummerSlam,”  explained  the 
Star  Tribune  in  an  editorial.  “No  journalist 
should  be  locked  out  of  press  conferences 
or  denied  interviews  just  because  Gov. 
Ventura  has  a  hissy  fit.” 

As  the  brouhaha  seemed  to  be  winding 
down  Sept.  1,  the  Pioneer  Press  pub¬ 
lished  a  cartoon  that  portrays  the  gover¬ 
nor  standing  near  two  hookers  and  throws 
the  hypocrisy  accusation  back  at  him. 

In  an  interview  with  E&P,  Ventura 


spokesman  John  Wodele 
says:  “Fundamentally, 
the  point  that  the  gover¬ 
nor  is  making  is  the  St. 
Paul  Pioneer  Press  edi¬ 
torial  page  has  taken  a 
very  righteous  and  sanc¬ 
timonious  approach  to 
the  governor’s  former 
occupation,  namely 
wrestling. 

Recently,  when  he 
went  back  into  the  ring 
as  a  referee,  the  Pioneer 
Press  was  critical  of  the 
governor  associating 
himself  with  wrestling 
and  what  it  represents 
in  today’s  entertain¬ 
ment  and  sports  world 
—  that  being  its  reputa¬ 
tion  for  using  sex  or 
sexual  innuendo  to  sell 

its  product. 

“The  governor  is  simply  saying  that  it 
is  hypocritical  of  the  Pioneer  Press  to 
take  such  a  position  when  they  them¬ 
selves  rely  on  revenue  from  the  pom 
industry  to  mn  their  newspaper.  And, 
incredibly,  they  run  these  ads  on  the 
sports  page  where  they  are  susceptible  to 
children  viewing  them.” 

Wodele  declines  comment  on  the  car¬ 
toon  and  on  the  Star  Tribune  editorial  that 
criticized  Ventura’s  threat  to  cut  off  the 
Pioneer  Press  from  interviews. 

Asked  whether  Ventura  will  grant 
interviews  to  Pioneer  Press  reporters, 
Wodele  says,  “We  don’t  comment  on 
how  we  make  decisions  on  interview 
requests.” 

There  is  unlikely  to  be  any  lasting 
effect  on  circulation  or  advertising,  says 
Ranes.  While  readers  called  and  a  few 
subscriptions  were  cancelled,  she  did  not 
hear  a  word  from  any  of  the  paper’s 
advertisers. 

La  Opinion  seeks 
doubled  revenue 
and  circulation 

Los  Angeles-based,  Spanish-language 
La  Opinion  has  given  Leslie  M. 
Smith,  43,  a  promotion  to  director  of 
advertising  —  and  a  mandate  to  double 
advertising  revenue. 

Smith  “will  be  responsible  for  meeting 
the  company  goal  of  doubling  advertising 
revenue  by  the  year  2005,”  says  a  state¬ 


ment  issued  by  La  Opinion,  the  nation’s 
largest  Spanish-language  daily. 

The  paper  also  named  Daniel  H.  Cruey, 
53,  director  of  circulation  —  and  gave  him 
a  mandate  to  double  circulation. 

In  interviews  with  E&P,  Smith  and 
Cruey,  both  of  whom  are  non-Hispanics 
with  impressive  resumes,  talked  about 
how  they  hope  to  fulfill  their  ambitious 
mandates. 

Both  are  relying  on  L.A.’s  burgeoning 
Hispanic  communi¬ 
ty,  which  they  say 
hovers  around  40% 
of  the  population  and 
is  expected  to  surge 
past  the  50%  level  by 
the  2010  census. 

At  the  same  time. 
Smith  hopes  to  boost 
ad  revenue  at  the 
daily  by  rolling  out 
several  new  products 

early  next  year. 

Smith,  who  has  been  director  of  classi¬ 
fied  advertising,  is  part  of  a  task  force 
planning  the  new  products,  which  she 
would  describe  only  as  going  beyond  the 
printed  paper. 

“Advertisers  are  realizing  the  Hispanic 
media  needs  to  be  an  important  part  of 
their  ad  mix  to  reach  the  Hispanic  mar¬ 
ket.”  adds  Smith. 

Cruey’s  plans  for  doubling  La  Opin¬ 
ions  circulation,  which  he  says  has  been 
just  over  100,000  on  weekdays,  will  begin 
with  the  launch  in  October  of  a  home- 
delivery  program. 

“Our  belief  is  we  will  probably  double 
our  circulation,  probably  over  the  next 
couple  of  years,”  Cruey  told  E&P  during 
his  first  day  on  the  job. 

Cruey  has  led  other  big  projects  during 
his  33  years  in  the  field,  including  devel¬ 
opment  of  the  first  home-delivery  opera¬ 
tion  in  the  Baltimore- Washington  market 
for  USA  Today. 

Currently,  La  Opinion's  only  home  de¬ 
livery  is  a  project  with  the  Times  to  make 
joint  deliveries  of  Sunday  editions  of  the 
two  papers  in  Orange  County. 

Like  managers  at  nearly  every  media 
outlet,  Cruey  says  the  biggest  problem  the 
paper  faces  is  limited  time  of  consumers, 
who  have  access  to  ever-expanding  broad¬ 
cast  and  Web  outlets. 

To  succeed  in  this  environment,  he 
explains,  “You  do  continual  research  to 
find  out  what  the  market  wants  and  try  to 
develop  a  product  that  meets  the  readers’ 
wants  and  needs.”  —  Joe  Nicholson 


AP  phoio/DavUi  Shemum 


Referee  Ventura  takes  down 
WWF  star  Shane  McMahon  prior 
to  throwing  him  over  the  ropes. 


Leslie  M.  Smith 
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TV  season  videos 

UItimateTV.com  has  a  preview  of  the 
TV  season  that  includes  a  section  allowing 
visitors  to  view  video  promos  of  new 
shows  and  vote  for  their  favorites. 

The  site  (http://www.UltimateTV.com) 
is  a  division  of  Tribune  Media  Services, 
which  is  offering  its  own  print  package  on 
the  new  TV  season.  UltimateTV  also  has 
TMS’  “TV  Jumble”  word  game  online. 

Football  is  focus 

Scripps  Howard  News  Service  is  offer¬ 
ing  its  annual  football  preview  package, 
including  a  paginated  page  featuring  a 
college  all-star  team  of  the  century.  And 
Knight  Ridder/Tribune  Information  Ser¬ 
vices  (http://www.krtdirect.com)  has  four 
paginated  pages  previewing  the  National 
Football  League  season. 

Littleton’s  impact 

Scripps  Howard  News  Service  is  offer¬ 
ing  a  package  on  how  the  Littleton.  Colo., 
shootings  in  April  are  affecting  schools 
around  the  country.  Included  is  a  main 
story,  three  sidebars,  and  art. 

Children’s  page 

A  weekly  children’s  page  is  being 
offered  by  United  Media. 

Jeff  Harris’  “Shortcuts”  contains  facts, 
jokes,  puzzles,  etc.  Subjects  include  sci¬ 
ence,  animals,  food,  and  history.  Harris, 


Jeff  Harris  composed  this  cartoon. 

who  began  “Shortcuts”  in  the  Washington, 
Pa.,  Observer-Reporter  a  year  ago,  is  an  ed¬ 
ucator  who  has  done  free-lance  illustrations 
for  clients  such  as  The  Washington  Post. 

Gist  makes  deai 

Gist  TV  (http://www.Gist.com)  is  pro¬ 
viding  AltaVista  with  customized  televi¬ 
sion  listings  and  related  editorial  content. 

A  number  of  newspaper  Web  sites  have 
partner  arrangements  with  the  AltaVista 
portal  service. 


IVvo  find  Oasis 

Oasis  Newsfeatures,  the  Middletown, 
Ohio-based  syndicate  that  offers  “The 
Amish  Cook,”  is  adding  two  columns  to 
its  lineup. 

One  is  “The  Handwriting  Doctor”  by 
Pittsburgh  Police  Department  consultant 
Michelle  Dresbold,  who  uses  clues  in 
readers’  handwriting  to  give  advice. 

The  other  is  “Family  Daze”  by  previ¬ 
ously  self-syndicated  humorist  Debbie 
Farmer. 

Movie  sales  role 

Tribune  Media  Services  (TMS)  has 
named  Alison  Sweeney  movie  advertising 
sales  manager  for  its  Database  and 
Advertising  Products  division. 

The  Los  Angeles-based  Sweeney  joins 
TMS  from  PolyGram  Films. 

TMS  this  year  purchased  Premier 
Datavision,  which  offers  movie  show 
times  and  ads,  and  started  the  MovieQuest 
online  guide. 

College  features 

Collegiate  Presswire,  which  distributes 
press  relea.ses  and  media  alerts  to  450  college 
newspapers,  will  also  be  offering  features. 

They  include  cartoons,  crossword  puz¬ 
zles,  horoscopes,  and  more.  The  company 
(http://www.cpwire.com)  is  providing  this 
material  free  by  selling  a  one-line  brand 
credit  to  companies  trying  to  reach  the 
collegiate  market. 


Et  cetera  ... 


“Beetle  Bailey”  creator  Mort  Walker  of  King  Features 
Syndicate  did  a  special  strip  Sept.  2  about  U.S.  Army  officer 
Ronald  Bedford’s  current  1 .500-mile  walk  to  raise  awareness 
of  the  effort  to  build  a  World  War  II  memorial  in  Washington. 
Also,  Beetle  and  Sarge  will  appear  along  Bedford’s  route  and 
on  promotional  materials.  And  Walker,  a  WWII  veteran,  plans 
to  join  the  last  leg  of  the  walk  in  November.  . . .  “The  Mini 
Page,”  by  Betty  Debnam  of  Universal  Press  Syndicate, 
reached  its  30th  anniversary  Aug.  31.  Also,  Debnam  was 
inducted  into  the  North  Carolina  Journalism  Hall  of  Fame  and 
received  the  first-ever  Lifetime  Achievement  Award  from  the 
Newspaper  Association  of  America  Foundation.  . . .  Columnist 
Ellen  Goodman  of  The  Boston  Globe  and  Washington  Post 
Writers  Group  received  the  Matrix  Award  from  the 
Association  for  Women  in  Communications,  which  also  gave 
its  Clarion  Award  for  editorial  cartooning  to  John  Deering  of 
the  Arkansas  Democrat-Gazette  and  Creators  Syndicate.  ... 
The  Long  Beach,  Calif.,  Press-Telegram  reinstated  “Rose  is 


Rose”  after  readers  protested  the  dropping  of  Pat  Brady’s 
United  Feature  Syndicate  comic.  ...  United  is  offering  five 
excerpts  from  a  baseball  book  called  “Off  Base;  New  Insights 
into  an  Old  Game”  by  Andrew  Torrez.  . . .  Self-syndicated  “tid¬ 
bits”  puzzle  creator  Susan  Shelley  has  founded  Extreme- 
Ink.com,  a  service  that  offers  custom-created  Web  sites  for 
self-syndicators  looking  to  showcase  their  work  on  the 
Internet.  . . .  Self-syndicated  “Ask  the  Advice  Goddess”  colum¬ 
nist  Amy  Alkon  (http://www.advicegoddess.com)  has  signed  a 
development  deal  with  Universal  Television/Studios  USA  for  a 
nationally  syndicated  talk  show.  Alkon  was  also  recently  pro¬ 
filed  on  Lifetime  Television.  . . .  “Small  World,”  a  weekly  fea¬ 
ture  by  Web  cartoonist  Tom  Briscoe  (http;//www.briscoe.org), 
is  being  offered  by  Web  content  provider  iSyndicate.  ... 
“Wacky  Times”  —  a  column  parodying  current  events,  popu¬ 
lar  culture,  and  more  —  is  being  self-syndicated  by  Bob 
Ingraham  (ingetal@aol.com).  The  column  includes  text,  pho¬ 
tos,  cartoons.  ...  Fashion  photos  and  features  by  Andres 
Aquino  (http://www.fashionshowroom.com/runway/promo.htm) 
are  being  syndicated. 
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Sound  of  ad-side  software  amid 
Nexpo’s  noisy  new  news  systems 


by  Jim  Rosenberg 

Editorial  systems  seemed  to  dominate 
prepress  news  from  Nexpo  ’99,  with 
big  changes  on  the  way  from  major 
systems  vendors  and  numerous  others 
working  with  InDesign  software,  released 
just  days  ago  by  Adobe  Systems. 

Along  with  news  for  newsrooms,  how¬ 
ever,  were  lower-key  developments  for  the 
advertising  side,  including  several  deals: 
CCl  Europe’s  collaboration  with  Neasi- 
Weber  International,  Cybergraphic’s  sale  to 
Geac,  System  Integrators  Inc.’  (Sli)  virtual 
acquisition  of  CompuText’s  ad  system,  and 
Unisys’  rumored  and  since 
realized  purchase  of  Pub¬ 
lishing  Partners  Inter¬ 
national,  developer  of  the 
AD20(X)  system. 

At  Nexpo,  PPI  showed  the 
system’s  latest  release,  with 
all  functions  on  one  order- 
entry  screen,  integrated  ROP 
ad  layout,  special  circula¬ 
tion  zoning,  and  support  for 
Web  publishing,  faxed-ad 
communications  and  online 
automobile  inventories. 

Unisys’  Italian  affiliate 
developed  editorial,  pagina¬ 
tion  and  archiving  systems, 
most  installations  of  which 
are  in  Europe.  In  recent 
years,  it  succeeded  in  sell¬ 
ing  to  mid-size  and  large 
U.S.  dailies,  most  recently 


Atex  took  some  years  ago:  By  adapting, 
enhancing,  and  later  acquiring  Finland’s 
Sypress  classified  advertising  software  for 
U.S.  dailies’  needs,  Atex  created  its  hugely 
successful  Enterprise  product. 

Below,  our  last  look  back  at  Nexpo  fo¬ 
cuses  on  a  few  of  the  products  that  support 
the  sale,  scheduling,  production,  and  deliv¬ 
ery  of  ads. 

Primarily  for  smaller  publications,  in¬ 
cluding  shoppers,  Stauffer  Media  Systems 
(SMS)  unveiled  its  versatile  AdQue.  Based  on 
Filemaker  Pro,  it  is  something  of  a  front  end 
to  Managing  Editor’s  ALS  ad-layout  system. 
AdQue  development  resulted  when  Morris 


and  records  an  ad’s  description,  size,  re¬ 
quired  position,  run  dates  (with  nonrun  pro¬ 
tections),  color,  rate,  and  advertiser  infor¬ 
mation.  Ad  data  can  be  exported  to  ALS  and 
billing  information  to  the  business  office. 

Though  “it  could  work  for  some  other 
system,  potentially,”  says  Wood,  sms  now 
aims  AdCJue  only  at  Managing  Editor's  cus¬ 
tomers.  Even  so,  he  continues,  one  Neb¬ 
raska  shopper  that  doesn’t  use  ALS  wanted 
AdQue  solely  for  its  ability  to  streamline  ad 
data  input  and  export  billing  information  to 
a  business  system  housed  at  a  sister  publi¬ 
cation  70  miles  away.  Wood  adds  that  at 
least  one  customer  of  Baseview  Products 
(which  sells  ALS  for  use  with 
its  systems)  uses  AdQue  after 
Baseview  called  SMS  about 
the  product. 

An  advertising  technology 
developer  founded  25  years 
ago  in  Sydney,  Australia, 
Quickcut  opened  an  office  in 
Newark,  N.J.,  three  years 
ago  and  counts  The  New  York 
Times  and  The  Boston  Globe 
among  customers  of  its  ad- 
delivery  system  that  uses  a 
secure  intranet. 

In  Australia  and  South  Af¬ 
rica,  “We  are  now  the  princi¬ 
pal  system  used  for  distribu¬ 
tion  of  ads,”  says  development 
director  Craig  Shuetrumpf, 
who  adds  that  all  members  of 
the  Newspaper  Association  of 
New  Zealand  have  installed 
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AD2000  from  Publishing  Partners  International,  now  a  part  of  Unisys 
Corp.,  consolidates  order-entry  functions  on  a  single  screen. 


The  Morning  Call,  Allentown,  Pa.  (238- 
seat  system).  Eight-year-old  ppi  gives 
Unisys  an  ad  system  with  integrated  busi¬ 
ness  capabilities  that  is  mostly  installed  at 
small  to  mid-sized  papers,  although 
Bedford.  N.H.-based  ppi  in  recent  years  has 
found  acceptance  among  larger  dailies, 
including  Cleveland’s  Plain  Dealer  last 
spring  ( 1 35  seats).  Unisys  says  it  plans  to 
build  on  PPl’s  work  to  create  “a  new  adver¬ 
tising  portfolio.” 

The  situation  roughly  parallels  that  of  Sli 
and  CompuText.  sil,  which  sells  to  larger 
dailies,  plans  to  build  upon  CompuText’s 
system,  which  is  sold  primarily  to  small  and 
mid-size  papers,  it  resembles  the  approach 


Communications  (which  bought  sms’  parent 
company  in  1995)  decided  to  buy  ALS  for  its 
papers  but  found  the  spreadsheet  stmcmre 
cumbersome,  according  to  Keith  M.  Wood, 
SMS  sales  and  support  services  manager. 

With  AdQue,  ad  reps  can  easily  enter  ad 
orders  into  ALS  rather  than  rely  on  a  pro¬ 
duction  staffer  or  clerk.  By  having  to  “only 
type  it  once,”  then  export  it  to  layout  and 
production  systems,  says  Wood,  the  process 
is  faster  and  has  less  chance  for  error.  He 
adds  that  the  software’s  time  lock  prevents 
after-deadline  entries  made  to  cover  for  for¬ 
gotten  ads.  AdQue  provides  a  quick  account 
history  and  reporting  capability,  can  give  ad¬ 
vance  reporting  on  any  upcoming  products. 


Quickcut  software  since  the  trade  group 
selected  the  product  as  its  standard  system. 

Quickcut’s  principal  claim  is  that  it  is 
able  to  ensure  that  transmitted  ads  fully 
comply  with  specifications,  allowing  them 
to  pass  directly  into  a  newspaper’s  pro¬ 
duction  system.  A  noncompliant  ad  file 
will  never  arrive,  says  Shuetrumpf,  be¬ 
cause  the  system  will  only  send  a  spec- 
compliant  file.  “If  it’s  not,”  he  says,  “then 
we  tell  the  user  how  to  fix  it.” 

The  “system”  is  actually  some  or  all  of 
five  cross-platform  software  modules. 
Automatic  spec  compliance  for  accurate 
output  is  achieved  in  C?uickcut’s  Publisher’s 
Database.  The  Quickprint  Quark  XTension 
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assembles  all  pertinent  information  in  print-  ment  director  Ron  Jacob.  The  service  avoids  information,  strategies,  and  success  stories, 

ready  fashion.  The  PageStore  communica-  the  misdirected  faxes  and  delayed  mail.  Much  as  AdOut  has  done,  Multi-Ad 

tions  mcxlule  for  sending  and  receiving  AdRES  is  free  to  newspapers  and  avail-  looks  to  strategic  partnerships  —  among 
Quickprint-validated  ad  files  tracks  each  ad  able  even  to  advertisers  who  do  not  use  them,  Miami-based  Ad  Productions  and 

through  every  stage  of  the  process  and  con-  AdSend.  Newspapers  are  afforded  control-  Nova  Development,  an  electronic  art  dis- 

firms  receipt  and  acceptance.  RendezVu  en-  lable,  multiple-user  access.  tributor  in  Canoga  Park,  Calif, 

ables  remote  proofing,  collects  reviewers’  The  SpecDept.com  Web-based  subscrip-  A  deal  with  Canto  Software  AG  provided 
comments,  and  returns  a  master  proof  with  tion  spec-ad  art  and  information  service  the  technology  that  enabled  Multi-Ad  to 

comments.  Gallery  is  a  continually  updated  launched  in  spring  by  newspaper  ad-pro-  move  ahead  with  CAST,  which  relies  on 

archive  of  product  art,  logos,  and  other  duction  outsourcing  specialist  AdOut  Canto’s  Cumulus  software  to  manage  and 

images  available  as  view  files  for  placement  (E&P,  May  1)  now  has  co-op  advertising  search  the  huge  online  archive.  Multi-Ad 

and  in  full  resolution  for  output.  data  and  sample  art,  ads,  and  ideas  from  two  had  first  integrated  Cumulus  for  use  at  its 

Quickcut  will  install  the  software  at  a  partners.  Unlike  the  rest  of  the  site,  the  co-  Peoria,  111.,  headquarters.  For  the  client,  says 

newspaper  or  advertiser/agency  site  for  a  op  section  is  free,  with  a  weekly  idea  and  product  manager  Jill  Addy,  “We’re  going  to 

one-time  charge.  A  newspaper  pays  noth-  related  ad  concepts.  AdMall.com,  created  be  having  a  Cumulus  browser  on  all  of  our 

ing  more,  says  Shuetrumpf,  while  an  five  years  ago  to  help  sales  staffers  use  lap-  CDs.  If  the  person  is  a  [Multi- Ad]  Search 

advertiser  pays  for  each  transaction.  top  PCs  to  boost  revenue,  supplies  co-op  user,  it’s  very  easy  to  upgrade  to  Cumulus.” 

Among  the  first  with  a  system  for  digi-  sales  content,  including  market  research.  “The  next  step”  to  Search,  says  Canto 

tally  delivering  advertising  (E&P,  April  4,  The  SpecDept.com  users  now  can  view  business  development  director  Jeffrey 
1995,  p.  80),  B-Linked  returned  to  Nexpo  and  download  ad  art  from  MacDonald  Clas-  Cain,  was  an  ad-management  system  with 

ready  to  demo  its  Virtual  Ad  Design  Studio  sified  Services.  MacDonald  subscribers  can  “find-it-when-you-need-it  capability”  via 

(VADS).  Created  with  back-end  technology  access  the  online  service  or  keep  receiving  a  graphical  interface, 

support  from  partner  iPrint.com,  an  Internet  monthly  CD  mailings.  Tailored  for  ad-side 

print  shop  and  online  kiosk  system  supplier.  Last  month,  news-  users,  Multi-Ad  Cumu- 

VADS  puts  ad  design,  production,  remote  paper  ad-insert  printer  AdRES  “GiiminatGS  Ins  is  available  in  sin- 

editing,  prcx)fing,  and  delivery  in  the  hands  TC  Advertising  (for-  gle-user  and  network 

of  any  advertiser  with  Web  access.  merly  Treasure  Chest)  t^G  phODG  tag  ’  and  versions  for  Macintosh, 

Using  no  special  software,  VADS  enables  acquired  AdOut  parent  lone  tho  “olor'trrinir'  Windows,  and  Unix 

local  advertisers  to  create,  correct,  and  company  J.J.  Grace.  ^  and  supports  various 

update  the  copy,  typefaces,  images,  and  col-  AdOut  becomes  a  TC  COnVGrsation.”  storage  media.  The  net- 

ors  of  their  own  ads.  National  and  regional  subsidiary,  and  its  work  version  supports 

advertisers’  agencies  can  create  and  distrib-  president,  Jeff  Turner,  —  AP  R&D  director  Ron  Jacob  Internet/intranet  pub- 
ute  over  B-Linked.com  PDF  ad  files  with  retains  his  petition.  lishing  for  online  cata- 

spaces  provided  for  localization  (store  loca-  Multi-Ad  Services  logs  or  chainwide  ar- 

tions  and  hours,  phone  numbers,  show  now  competes  with  AdOut  with  its  own 
times).  Retail  locations  can  use  VADS  to  Web-based  resource  for  searchable  art. 
supply  that  local  information  as  EPS  files  to  spec  ads  and  information,  cast  (co-op  art, 
be  added  to  the  original  PDF  ad  file.  software,  and  templates),  contains  a 

Later  this  year,  B-Linked  will  begin  decade’s  worth  of  the  company’s  generic 
offering  NewspaperAnnouncements.com.  and  branded  photos,  illustrations  and  ads 
pennitting  the  public  to  submit  birth,  en-  for  use  by  newspapers  in  generating  elec- 
gagement.  wedding,  promotion,  graduation  tronic  art  and  spec  ads.  It  also  offers  vari- 
and  other  announcements  to  newspapers  ous  design  tools  and  chat  areas, 
that  subscribe  to  the  free  service.  B-Linked  Unlimited  use  of  cast,  including  a 

will  host  the  site,  which  also  will  be  inte-  ISO.OBO-item  clip-art  collection,  is  available 

grated  into  sponsor  sites  such  as  online  wed-  to  Multi-Ad  product  subscribers  for  a  flat 
ding  and  engagement  site  TheKnot.com.  monthly  fee.  CAST  subscribers  may  chose 
The  Associated  Press,  principal  player  in  any  or  all  of  the  following  sections:  retail 

digital  delivery  of  ads.  now  offers  AdRES  as  and  classified  ad  art  and  ideas,  food  photog- 

a  supplement  to  its  AdSend  transmission  raphy,  co-op  information,  and  sales  ideas, 

system.  The  new  service  is  a  Web  site.  They  also  have  access  to  more  than  125,000 

AdSend.com.  When  an  advertiser  uploads  a  photos  of  brand-name  products;  two  collec- 

reservation.  AdRE.s  automatically  sends  an  tions  of  automotive  images  and  illustrations 

e-mail  alert  to  the  addressed  newspapers),  (one  of  which  charges  an  extra  monthly  fee 

which  may  acknowledge  the  awaiting  space  and  includes  the  addition  of  50  new  auto  ads 

request  or  other  message.  In  any  event,  the  each  month);  a  photo  library  designed  for 

system  notifies  the  sender  that  a  newspaper  creating  advertising  collateral  materials; 

has  processed  the  reservation.  customizable  tools  for  building  ads,  head- 

“It  eliminates  the  phone  tag”  and  keeps  a  lines,  ideas,  and  templates;  retail-based, 
log  in  the  database  of  the  “electronic  con-  manufacturer-approved  ad  material;  bulletin 
versation,”  says  AP  research  and  develop-  boards  and  online  chat  areas  for  sharing 


chive  access.  The  asset  management  is 
integrated  with  Multi-Ad  Creator2  design- 
layout  software  as  scripted  menu  items, 
allowing  users  to  search  Cumulus  databas¬ 
es  and  move  files  into  Creator2  without 
leaving  Creator2. 

Besides  improved  text  handling,  white 
text  viewing,  and  new  features  and  func¬ 
tions.  the  latest  version  of  Creator2  supports 
ColorSync  2.6  for  full  ICC  device  profiling 
and  vector/bitmap  image  color  matching 
with  no  need  of  plug-ins  or  extensions. 

Canto  recently  unveiled  what  sales  and 
marketing  vice  president  Jason  Taylor  calls 
“a  complete  rewrite  of  our  architecture.” 
Full  of  new  features.  Cumulus  5  is  available 
for  single  users  (with  royalty-free  brows¬ 
ing),  workgroups  (with  versioning,  check¬ 
in/out),  and  an  enterprise  (with  connectivity 
to  third-party  databases).  New  functionality 
includes  tools  for  personalization,  commu¬ 
nication.  customizing  category  fields,  mul¬ 
timedia  presentations,  automation,  work¬ 
flow,  and  Internet  publishing. 


For  more  on  Nexpo  '99,  see  p.  20 
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Washingtonpost.com’s 
‘Afternoon’  Web  edition 


By  Steve  Outing 

If  you  visit  washingtonpost.com  be¬ 
tween  the  hours  of  1  and  5-6  p.m.  edt, 
you’ll  see  the  home  page  branded  with 
a  “PM  Extra”  logo.  This  new  program, 
started  in  late  August,  seeks  to,  in  effect, 
introduce  the  old  “afternoon  newspaper” 
metaphor  into  The  Washington  Post's  Web 
site.  It’s  an  attempt  by  a  major  newspaper 
to  do  a  couple  of  things; 

1  Increase  the  amount  of  “high  quality” 
Post  journalism  that  is  published  dur¬ 
ing  the  day.  The  Web  site  has  long  pub¬ 
lished  updated  news  throughout  the  day 
(mostly  from  wire  services  with  some  lim¬ 
ited  staff  coverage  during  daytime  hours 
on  significant  breaking  events),  but  most 
bylined  articles  from  Post  writers  previ¬ 
ously  have  been  published  online  accord¬ 
ing  to  print  deadlines.  PM  Extra  is  de¬ 
signed  to  get  more  original  staff  reporting 
onto  the  Web  site  well  ahead  of  the  print 
edition.  The  idea  is  that  consumers  will  be 
able  to  differentiate  Post  original  content 
and  the  wire-service  copy  that  is  pub¬ 
lished  on  the  Web  by  most  of  the  national 
news  services  (which  washingtonpost.- 
com  considers  to  be  among  its  principal 
competitors). 

2 Move  washingtonpost.com  closer  to 
the  model  of  the  national  online  news 
services,  by  publishing  original  content 
more  often  during  the  day. 

MORE  ‘EDITIONS’ 

Washingtonpost.com  editor  Doug  Fea- 
ver,  explains  that  this  is  a  significant  effort 
by  the  Post  print  newsroom  to  get  its  news 
product  out  in  Internet  fashion,  and  di¬ 
vorce  itself  further  from  the  print  model  of 
single  or  limited  editions  published  during 
a  typical  day. 

Content  for  pm  Extra  comes  from  Post 
print-side  reporters,  who  are  being  asked 
to  write  shorter,  summary-style  stories  for 
the  Web  as  well  as  their  usual  full-length 
articles  for  the  print  edition.  This  is  more 
than  just  summary  blurbs,  but  rather  seri¬ 
ous  coverage  of  the  day’s  events  presented 
during  the  day  —  just  presented  in  a  more 
Web-appropriate  shorter  form.  In  some 
cases,  assignment  editors  serve  as  rewrite 
editors  for  reporters  to  ensure  getting  out 


a  Web  version  of  a  story  in  _ 

a  timely  fashion. 

A  managing  editor, 

Tracy  Grant,  has  been  ap¬ 
pointed  to  manage  pm  ; 

Extra,  and  she  works  in  the  ! 
print  newsroom  and  reports 
to  Post  managing  editor 
Steve  Coll.  Grant  is  in  con-  j 
stant  contact  with  Feaver  | 
and  the  Web  site  staff,  who  j 
primarily  handle  production  B 
duties,  writing  blurbs  and 
headlines  for  the  “afternoon  news.” 

Feaver  says  the  Web  site  has  had  Post 
reporters  filing  stories  for  midday  cover¬ 
age  for  some  time,  but  this  was  limited  to 
occasional,  significant  stories.  PM  Extra 
basically  takes  all  the  top  stories  of  the 
day  and  provides  staff  coverage  of  them  in 
advance  of  the  print  edition  on  a  daily 
basis.  If  Post  reporters  are  not  in  a  position 
to  file  original  stories  on  a  particular 
event,  Feaver  says  “news  judgment  will 
not  be  thrown  overboard”  and  the  site  will 
lead  with  a  wire  story. 

Especially  in  a  city  like  Washington, 
many  stories  are  known  about  in  advance 
—  a  major  congressional  hearing,  a  sig¬ 
nificant  speech,  a  U.S.  Supreme  Court  rul¬ 
ing,  etc.  Feaver  says  Grant  and  he  work 
with  the  paper’s  section  editors  to  sched¬ 
ule  reporters  to  produce  Web  versions  of 
their  coverage  whenever  possible. 

WRONG  METAPHOR? 

I  asked  Feaver  if  the  intent  of  PM  Extra 
is  to  replicate  in  the  online  environment 
the  idea  of  the  “afternoon  daily.”  His 
anwser:  “Absolutely.”  A  Washington  jour¬ 
nalist  since  1969,  Feaver  recalls  the  days 
when  the  city  had  more  competing 
papers,  and  the  Post  put  out  an  early- 
evening  edition  to  better  compete  with  the 
afternoon  dailies. 

Today,  washingtonpost.com’s  competi¬ 
tors  include  national  news  Web  services 
like  MSNBC.com  and  CNN  Interactive. 
There’s  a  need  to  be  more  timely  to  com¬ 
pete,  and  to  offer  up  in  a  timely  fashion 
content  that’s  “better”  than  what  those 
organizations  offer.  If  everyone  is  offer¬ 
ing  up  identical  wire  stories  during  the 
day,  that’s  not  exactly  a  thriving  competi¬ 


tive  situation.  Offering  up  original  arti¬ 
cles  puts  some  energy  into  the  competi¬ 
tive  marketplace. 

While  I  applaud  washingtonpost.com 
for  getting  its  home-grown  journalism  on 
the  Web  quickly,  I  do  find  the  afternoon- 
daily  metaphor  not  entirely  appropmate. 

The  biggest  issue  is  that  the 
PM  Extra  moniker,  as  pre¬ 
sented  during  afternoon 
hours,  takes  into  account 
only  those  Web  site  readers 
who  are  in  the  eastern 
United  States.  Washing- 
tonpost.com  is  not  just  a 
regional  draw,  but  has  sig¬ 
nificant  numbers  of  users 
from  around  the  nation  and 
the  world.  European  readers 
see  the  pm  Extra  logo  only 
during  late-evening  hours;  U.S.  West  Coast 
users  see  pm  Extra  in  the  morning. 

While  the  name  might  make  sense  for  a 
regional  paper’s  Web  site  that  has  a  pre¬ 
dominantly  local  online  audience,  it  fails 
when  applied  to  a  news  entity  with  a 
national  and  international  audience  like 
washingtonpost.com. 

Feaver  says  the  potential  problems  with 
the  “pm”  name  were  discussed  during 
planning  for  pm  Extra,  but  it  was  decided 
to  just  “go  with  it.”  If  the  name  turns  out 
to  be  wrong  for  the  service,  it’s  simple 
enough  to  change  it,  he  says.  “Our  content 
provider  is  the  Post  newsroom,”  and  the 
name  reflects  that  and  plays  off  terminol¬ 
ogy  that  newspapers  have  used  for  years. 
“It  is  a  newspaper  metaphor,  and  I  admit 
it,”  he  says. 

THE  PROBLEM  WITH  ‘EDITIONS’ 

While  some  will  argue  that  it  makes 
news  consumers  feel  “comfortable”  to 
have  the  model  of  the  timeworn  newspa¬ 
per  transferred  to  the  online  environment, 
I’d  prefer  to  see  the  word  “edition”  retired 
for  the  online  medium.  The  Web  is  a  dif¬ 
ferent  animal,  where  news  consumers 
should,  ideally,  tune  in  to  a  news  site  and 
see  whatever  is  the  most  recent  news. 
News  sites  that  choose  to  take  the  role  of 
24-hour  news  providers  should  present 
news  in  wire-service  fashion  —  whenever 
a  story  breaks  and  a  reporter  has  a  story 
ready  to  go.  There’s  no  need  to  wait  for 
the  next  “edition”  to  come  along. 

Initiatives  like  this  need  to  dump  the 
newspaper  metaphor.  It  only  feeds  the 
public  perception  that  newspapers  still 
don’t  fully  grasp  how  the  Internet  has 
changed  the  news  business.  ■■ 
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FEATURES 

AVAILABLE 

ASTR0LCX5Y 

Weekly  or  Monthly  Forecasts 
Free  link  to  our  www  brings  readers 
http:/ /www.  time-data,  com 
Time  Data  Syndicate  (800)  322-5101 


AUTOMOTIVE 


WE'LL  DO  the  writing,  you  sell  the  ads! 

Enhance  your  auto  section  and  ad 
sales  with  articles  from  AUTOMOTIVE 
NEWS  and  AUTOWEEK,  the  leaders 
in  weekly  automotive  industry  reporting 
Automotive  News  Syndicate 
Joe  Hanley  (212)254-0890 
Fax  (21 2)  254-7646 


"BUSINESS  AS  USUAL”  is  a  weekly 
cartoon  series,  published  nationally. 
For  a  free  sample  selection  contact 
Jim  Sizemore  at  (410)  823-5571 
or  E-mail  moresize@aol.com 
View  the  portfolio  at 
www.business-as-usual.com 


_ ENTERTAINMENT _ 

“Hollywood  Behind  the  Scenes" 

Hook  readers  with  insider's  view  of 
what  stars  are  really  doing. 

E-mailed  with  photos. 

(800)  959-9977 

COLUMNS  AVAILABLE 


FEATURES  AVAILABLE 

i  BOOST  READERSHIP  WITH  GREAT 
'  COLUMNISTS  ON:  GenX  Humor. 
Sports.  Parenting.  Gardening.  Travel. 
Nature.  Computers,  Entertainment. 
More!  Contact  PBB  Media  indicate 
media@uniserve.com  (604)  792-5778. 

I  COLUMNS  AVAILABLE 


...  In  Search  of  Syndication ... 
Mountain  Therapy 

A  column  by  Nancy  Pollard  Dowie 

“Inspirational  advice  inspired  by  the 
mountains  and  meant  for  the  heart.” 

"Teaches  the  art  of  discovering 
opportunity  in  the  midst  of  crisis. " 

"Insightful,  soulful  and  empowering... 
'Mountain  Therapy'  rekindles  the  human  spirit." 

Contact  Nancy  at  (435)  649-7600 
vvww.mountaintherapy.com 


NEWSMAKERS  PHOTO  SERVICE 
I  Online  photo  resource  for  news, 
i  feature,  sports  and  travel  pictures. 

!  www.newsmakers.net 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  292-4308/(909)  766-7617 

BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1972,  Huntsville,  TX  77342 


CROSSWORD' 


sa 

INTERACTIVI 

REVENUE 

SOURCE 
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m 
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1-800-555-8142 

n 
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ANNOUNCEMENTS 

BUSINESS  DEVELOPMENT 

McGann  &  Co. 

New  and  Old  Media  projects/ventures 
jmcgann@aug.com 
(904)  826-1335 


BUSINESS  OPPORTUNITIES 


OWN  YOUR  OWN  MAGAZINE 
Award-winning  city  magazines.  Can 
be  located  anywhere.  We  do  consulta¬ 
tions,  production  and  printing.  You  do 
editorial  and  advertising  sales.  All 
profits  are  yours,  $100,000+  potential. 
(352)  622-2995. 


NEWSPAPER  APPRAISERS 


NEWSPAPER  APPRAISERS 

'99  MARKET  VALUATIONS 
KAMEN  &  CO.  GROUP  SERVICES 
Specializing  in  weekly  &  monthly  pub¬ 
lications.  NY  (516)  379-2797,  Tampa 
(727)  786-5930.  Fax  (516)  379-3812 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(561)368-4352 
123  NW  13th  St.,  Suite  214-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


[  Confidential  Appraisal  Bolitho-Cribb  We  have  sold  I 

for  Estate,  ESOP,  ^  A.SSOCiat6S  thousands  of  ! 

Partners,  Bank,  Tax,  |  Publication  Brokerage  publishing  companies  > 

Stock,  Assets  4  Appraisals  since  1923  , 

! _ _  est.1923  _  „  I 

Please  call  us  to  discuss  your  options  in  a  sale 


John  Cribb 
406-566-6621 
104  E.  Main,  Suite  402, 
Bozemai^  MT  59715 
jcribb@imt.net 


Jim  Hicks 
307-684-9407 
336  US  16  East. 
Buffalo,  WY,  828i( 
jfhick8@trib.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  341  (B 
tokis@mindspring.com 


For  a  listing  of  publications  for  safe,  go  to  www.cribb.com 


NEWSPAPER  APPRAISERS 

WHAT'S  YOUR  PAPER  WORTH? 
Find  Out  Today!  It's  Free! 
www.mediamergers.com 

NEWSPAPER  BROKERS 


770Sold-Est,  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301 )  253-501 6 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  SWest/West 
(505)  524-0122 

John  Szefc,  Midwest  (914)  291  -7367 
Michael  Bradley,  Northeast 
(508)  563-2835 


BILL  MATTHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(727)  733-8053 

or  write  Box  3129,  Clearwater  Beach, 
FL  34630.  No  obligation  of  course. 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  L.  M 
Newspapers 

Check  our  References 

(214)265-9300  Ted  Rickenbacher 

Rickenbacher  Media 

(iT.-tl  DC.SCO  Dr..  Dallii.s.  TX  7i225 
\vww.rickenbachi.Tmcdia.c()m 


NEWSPAPER  BROKERS 


DORAAAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 
1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


NEWSPAPER  BROKERS 


‘A  tradition  of  service 

to  community  newspapers’ 

“You  can  count  on  our  knowledge  and  experience  when  you  are 
contemplating  the  sale  of  your  community  newspaper.  ” 

Bolitho  Media  Service 

Brokers  •  Appraisers  •  Consultants 

(580]i  421-9600 

P.O.  Box  1985  'Ada,  OK  74821-1985  Tom  Bolitho 

Web  address:  bolitho.com  •  e-mail:  bolitho@bolitho.com 
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OLASSIFiED 


ANNOUNCEMENTS 

NEWSPAPER  BROKERS 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Nationwide  Sales,  Acquisitions,  Mergers 
(909)  626-6440  Fax  (909)  624-8852 

JMPC,  Est  1983,  sells  community,  sub¬ 
urban,  niche,  daily,  and  weekly  news¬ 
papers  in  90-120  days.  Phone  (614) 
889-9747.  http://www.jmpc.nef 

MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  ICXX) 

3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  #1 1 ,  Montclair,  CA  91763 
(909)  626-6440  Fax  (909)  624-8852 


NEWSPAPER  BROKERS 

NEWSPAPERS  FOR  SALE 

MICHAEL  D.  LINDSEY 
Experienced  -  Confidential 

229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003  FAX  (307)  772-0004 

SMALL  SOUTHERN  DAILY.  Longtime 
family  ownership  in  solid  market. 
$525k  annual  gross,  very  good  cash 
flow.  $  1.55m. 

COLORADO  WESTERN  SLOPE 
WEEKLIES.  $300k  annual  gross,  good 
cash  flow.  $385k  includes  prime  real 
estate. 

BOUTHO  MEDIA  SERVICE 
(580)  421-9600 

E-mail  bolitho@bolitho.com 

PHILUPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 

P.O.  Box  21 9 

Baker,  FL  32531 

Phone  (850)  537-4040 

TEXAS  county  seat  weeklies,  others. 
Free  list.  Bill  Berger,  ATN,  1801  Exposi¬ 
tion,  Austin,  TX  78703-2833. 

(512)476-3950 

NEWSPAPERS  FOR  SALE 

$100K  CASH  FLOW  at  this  turn  key 
Iowa  newspaper  shopper.  $325K. 
Terms.  (515)  740-0336  leave  message 

WEEKLY,  FREE,  COMMUNITY  news¬ 
paper  in  the  fourth  fastest  growing 
county  in  the  nation.  25,000  circulo- 
tion.  Serious  inquiries  only.  Greg 
Nobles,  Metro  Brokers  (770)  474- 
2733. 

FOR  CURRENT  USTINGS 

GOTO 

cribb.com 

NEWSPAPERS  WANTED 


FACKEtMAN  NEWSPAPERS  SEEKS  to 
add  quality  publications  to  our  family 
of  community  newspapers.  Thinking  of 
selling?  Please  consider  us.  Cash  or 
terms.  Confidential.  Call  Marc  A. 
Richard  (850)  785-7709  or  mail  Box 
2265,  Panama  City,  FL  32402. 


WE  HAVE  BUYERS 
(or  Nevifspaper  and 
Other  Print  Media 

RANGING  FROM  $  1 0OK  to  $  1 OOM 
Knowles  Media  Brokerage  Services 
Gregg  K.  Knovdes,  President 
(909)  626-6440  Fox  (909)  624-8852 


Editor  &  Publisher 

Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  10011 


EQUIPMENT  & 
SUPPLIES 

CAMERA  &  DARKROOM 

NO  NONSENSE  50"  WEB 
SQUeeze  Lenses 
Herb  Carlbom  -  CK  Optical 
(310)  372-0372 

EQUIPMENT  FOR  SALE 

TWO  CHESIRE  LABEUNG  MACHINES 
Heat  wheel  and  glue  wheel. 
Bought  new,  still  like  new. 

Coll  (256)  546-0600,  ask  for  Bill 

MAILROOM 

1  Hall  Monarch  Bottomwrap  & 

1  Hall  Monitor  Counter 
Stacker/ with  Ranger  Laser. 

As  is.  Will  Sell  or  Trade  for 
Kirk  Rudy  Labeling  Machine 
with  215  base  and  21 1  head. 

Call  (903)  596-6250 


ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-9656 


MAILROOM 


PRESSES 


PRESSES 


LARGE  GROUP  OF  1 992  QUIPP 
CONVEYOR  COMPONENTS 
(stream,  floor,  stackers) 

Muller  227  Inserters/Pockets 
Kansa  480  Inserters 
MID-AMERICA  GRAPHICS,  INC. 
(800)  356-4886  Fax  (816)  887-2762 


MAILROOM  EQUIPMENT 
Standlee  and  Associates,  Inc. 
(407)273-5218  Fax  (407)  273-901 1 


i  NEWSTEC,  INC. 

I  Specializing  in  SLS/Muller  Martini  and 
I  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

*  •  Mailroom  Systems 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

!  Phone:  (508)  850-7945 

!  Fax:  (508)  850-7951 

!  www.newsfec.com 


PIONEER  EQUIPMENT 
•  Inserters  &  Stackers 
•  Strapers  •  Labelers  •  1  /4  Folders 
(217)  431-0275,  Fax  (217)  431-0273 


PRE-OWNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-581 7  Fax  (770)  590-7267 


In-Column  Advertisements 
Tuesday  noon  (EST)  for  following  Saturday  issue 
Classified  Display 

Friday  5pm  (EST)  8  days  prior  to  publication 


pUB 


COMMERCIAL  PRESSES  &  AUXlUARIES 
Brush  Dampener  Conversions 
(815)  648-461 1  Fax  (815)  648-2856 

EXCELLENT  OPPORTUNITY 
5-unit  Goss  Community  SC/SSC 
comprised  of  1  -three  color  unit  (UOP), 
1  stacked  unit,  3  mono  units. 

Very  clean.  Can  be  seen  running. 
Inter-Continental  Graphics  Inc. 
(941)561-6401  inter@sprintmail.com 

METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fax  (770)  552-2669 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
w>vw.  webpresses.com 


PRESS  FOR  SALE 
1 3-unit  Goss  Community  SC/SSC 
comprised  of  1  -three  high,  3-two 
highs,  4  mono  units.  Equipped  with 
pneumatics,  brush  dampening  and 
motorized  comps.  Clean  &  in  excellent 
condition.  Can  be  seen  running. 
Inter-Continental  Graphics  Inc. 
(941)561-6401  inter@sprintmail.com 

PRESSES 

Goss  3:2  Folders  23  9/10",  22  3/4", 

22",  21  1/2",  21“ 

New  or  Rebuild  Goss  R.T.P.  42"  +  45" 

Goss  Y  columns  all  sizes 

Goss  Metro  Units 

Harris  1 650  folder  22  3/4" 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fox:  (323)  256-7607 


SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTAIilNG 
newspaper  presses  since  1910. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
For  a  complete  list  of  presses. 
(800)  255-6746  or  (91 3)  492-9050 
www.inlandnews.com 


USED  PRESSES 

Let  us  help  you  through  the  process. 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 
(800)  257-3045 

USED  NEWSPAPER  PRESSES. 
Call  Henry  Cobb  @  ONE 
(404)  842-01 1 1 


WANTED  TO  BUY 


BUYING  news  photos,  sports,  politics, 
personalities,  events.  Any  quantity, 
I  anywhere.  Call  Jim  1  (800)  872-9990. 

NEWSRACKS  WANTED.  Want  to  get 
rid  of  your  old  newsracks?  Call  me,  I 
I  will  buy  them.  John  (305)  225-3742. 

WANTED  DEAD  OR  ALIVE 
Muller  Martini/Harris 
Inserters  &  Stitcher/Trimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fox  (256)  997-9656 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-5817  Fox  (770)  590-7267 

FERAG  EQUIPMENT 


FERAG  MULTI  CELL 
STACKER  COMPLEXES 
FOR  SALE 

Contact:  John  Wills 

Phone:  (516)  843-3003 
Fox:  (516)  843-2280 


MELVILLE,  NY 
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INDUSTRY 

SERVICES 


CIRCULATION  CONSULTANTS 

KAMEN  &  CO.  GROUP  SERVICES  | 

Evaluations  •  Expansion  •  Training  j 

Bulk,  Home  Delivery,  Single  Copy.  | 

(516)  379-2797/(727)  786-5930  | 

CIRCULATION  SERVICES  i 

III  1  ANSWER  i 

METRO  NEWS  SERVICE,  INC.  | 

Nationwide  TELEMARKCTING  I 

Horace  Southward  ! 

(877)550-1515 
E-mail;  mns1@metro-news.com 

www.metro-news.com  | 


!!!!!  ONE  ALTERNATIVE  FOR 
PRUDENT  NEWSPAPERS!!!!! 
Circulation  Development,  Inc. 
Teleservices  For  Newspapers 
(800)  247-2338 
www.circulation.net 


BLENKARN  TELEMARKETING 

•  Auto  pay  experts 

•  Automatic  Bank/ 

Credit  Card  Transactions 

Joseph  Skaff  (800)  21 8-6731 


CIRCULATION  SERVICES 


JOHN  A.  BURKE 
NY  •  NJ  •  PA 

CIRCULATION  MARKETING  SERVICES 
Phone/Fax:  (516)  588-2735 


HEADLINE  PROMOTIONS,  INC. 
TELEMARKETING  SERVICES 

NEW  SUBSCRIPTION  GENERATION 
STOP  SAVER  & 
VERIFICATION  PROGRAMS 

Programs  tailored  to  meet  your  needs. 
Professional  representation 
that  you  demand. 

COMPARE!  Test  Programs  Available 

E-mail  Hdline1@aol.com 
for  a  list  of  references. 

Dennis  McQuillan 

_ (800)  260-9823 _ 

ppn 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


TELE  DIREa  MARKETING,  INC. 

(9 1 2)  226-6 1 00  Fax  (9 1 2)  226-54 1 4 
“newspaper  telemarketing  experts" 


CIRCULATION  SERVICES _  CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 

The  Prepaid  Subscription  Telemarketing  Leader 
is  Proud  To  Offer 

Predictive  Post-Start  Verification  with  instant  E-mail 

Route  Specific  Reports,  Precise  Response  Data 
Instant  Problem  Notification  and  Lower  Rates 
V\fe  Still  Guarantee  25%  Prepaid  Subscription  Sales! 
Call  Andy  Orr  at  1  (888)  343-0470  for  more  information 


CIRCULATION  SERVICES 

SPEaRUM  MARKETING  SERVICES 
A  teleservices  solution  for 

•  Cold-call  projects 

•  Stop-saver  projects 

•  Up-grade  projects 

Call  Doug  Reese  at  (800)  972-6778 

TELEMARKETING  PROFESSIONALS  Inc 
Coast  to  Coast  Telemarketing 
Over  25  years  of  experience 
to  the  Newspaper  Industry 
Our  quality  is  second  to  none 
Al  Schreibman  (800)  830-3776 

COMPUTER  SOFTWARE 

SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 
http://www.fakebrains.com 

PRESSROOM  SERVICES 

DO  YOU  NEED  HELP  ON  YOUR 
ELEQRICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  consoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908,  24  hour  line 
(505)  842-1357 
P.O.  Box  1952 
Albuquerque,  NM  87103 

NEWSPAPER  EXECUTIVE  SEARCH 


!  PRESSROOM  SERVICES 

1  PRESSROOM  CLEANING  PROBLEMS? 

I 

!  Dirty  presses,  ceilings,  walls,  beams? 
j  Unsafe  floors,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
j  ductwark? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTON! 

30  Years  experience! 

PRESSROOM  CLEANERS 
CALL  TOLL  FREE 
(800)  657-2110 


PUBUSHER  CONSULTANTS 

CRADICK  &  MIN!E 
^  Consultants  To  Publishers 

i  70  years  combined  industry  experience 
1  We  fix  income  shrinkage  and  market 
'  share  losses, 

j  1(888)414-5038 

j  The  conditions  of  conquest  are  always 
!  easy.  We  have  but  to  toil  awhile, 

1  endure  awhile,  believe  always,  and 
never  turn  back 

!  Seneca 

NEWSPAPER  EXECUTIVE  SEARCH 


Executive  Search  Consultants 

§ 

"Our  AssiKiates  are  former  newspaper  execs  with  over  70  years 
experience,  call  me  for  a  confidential  discussion  of  your  needs.” 

Ron  Haas  &  Associates 

713-977-8955  Fax  713-977-9656 
e-mail:  rhaas@rhaas.com 

Ron  Haas  | 

PRODUCISanb 

SERVICES 


For  Business  Card  advertising, 
call  (21 2)  675-4380,  ext  174 
Contract  rates  available 


pSww 

More  than  100  newspapers  are  maximizing  their  retention 
efforts  through  Ver-A-Fast’s  proven  programs.  Don’t 
wait  and  lose  another  customer. 

Start  Verification  •  Stop  Saver/Verification 
Continues  •  Collection  Courtesy 
Non-Payment  Stops  •  Complaint  Analysis 
Conversions  •  Trial  Plus 
1-800-327-8463. 


HELP  WANTED 


_ ADVERTISING _ 

AD  DIRECTOR/SALES  MANAGERS  - 
Visit  www.marks-ferber.com  for  current 
list  of  top  career  opportunities. 

ADVANCEMENT 

See  how  far  your  newspaper  career 
can  go  with  Boone  Newspapers,  Inc. 
See  the  JOBS  page  at  our  web  site: 

WWW.  boonenewspapers.  com 

Desperation  is  a  feather  in  your  cap 

Beck 


_ ADVERTISING _ | 

ADVERTISING  SALES 

3-year-old,  Ann  Arbor,  Michigan- 
based  Catholic  newspaper  seeking 
advertising  salespeople,  responsible  for 
securing  new  advertisers.  Advertising/  j 
'  sales  experience,  organizational  skills, 
initiative  and  strong  sense  of  mission  I 
required.  Must  be  able  to  present  the  j 
Catholic  character  of  the  publication. 

'  Knowledge  of  Microsoft  Windows  95 
helpful.  Base  salary  and  generous  com- 
i  mission  structure.  Please  submit  your 
resume  to  Credo  Newspapers,  Attn: 
Clare,  P.O.  Box  504,  Ann  Arbor,  Ml 
48106  or  fax  to  (734)  930-3179. 


_ ADVERTISING _ 

THE  ATLANTA  JOURNAL  CONSTITU¬ 
TION  seeks  an  individual  to  lead  its 
Creative  Advertising  Department.  The 
individual  should  have:  at  least  five 
years  of  managerial/supervisory  expe¬ 
rience  including  hiring  and  preferably 
budgetary  responsibilities.  Involvement 
in  creative  programs,  groups  and 
activities,  awards  background,  pres¬ 
entation,  strategic  planning,  copywrit¬ 
ing  skills  and  knowledge  of  design 
programs,  such  as  Photoshop. 

Send  resumes  and  3  non-returnable 
clips  to  Alice  Murray,  ad  creative 
manager,  AJC,  72  Marietta  Street 
NW,  Atlanta,  GA  30303. 


NEWS  Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT  a 
monthly  association  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  &  PUBLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 
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CLASSIFIED 


HELP  WANTED 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 

Due  to  promotion,  there  is  o  career 
opportunity  for  on  experienced  Ad 
Director  at  o  40,000-h  doily  newspa¬ 
per  in  central  Washington  state.  We 
focus  on  revenue  goal  achievement  in 
an  environment  that  maximizes  work 
place  satisfaction.  Key  member  of 
leadership  team  that  sets  and  achieves 
the  newspaper's  long-range  goals  and 
mission.  Successful  applicant  will  be  an 
aggressive  advertising  sales  pro¬ 
fessional  with  proven  sales  and  lead¬ 
ership  experience,  a  history  of  increas¬ 
ing  ad  revenues  and  strong  communi¬ 
cation  skills.  Send  or  fax  resume,  cover 
letter  and  salary  history  to  Kay  Gause, 
HR  director,  Yakimo  Herald-Republic, 
P.O.  Box  9668,  Yakima,  WA  98909. 
Fax  (509)  577-7722.  We  are  a 
member  of  The  Seattle  Times  group 
and  an  equal  opportunity  employer. 


ADVERTISING  SALES  MANAGER 
PACIFIC  STARS  &  STRIPES 
(Tokyo,  Japan) 

If  you  have  the  desire  to  broaden  your 
horizons,  to  travel  and  live  overseas, 
and  to  join  a  publication  in  its  55th 
year  of  serving  U.S.  Forces  stationed 
overseas,  this  might  be  the  job  for  you. 
The  European  Pacific  Stars  &  Stripes  is 
a  daily  newspaper  serving  the  U.S. 
military  service  members,  dependents, 
and  (department  of  Defense  employees 
stationed  overseas.  The  Pacific  edition 
distributes  to  seven  countries  and  ter¬ 
ritories  throughout  the  Pacific  Rim. 

Send  us  your  resume  clearly 
demonstrating  that  you  can  answer 
“Yes"  to  the  following  questions:  Are 
you  an  experienced  advertising  man¬ 
ager  or  account  executive  with  pro¬ 
fessional  sales  skills  in  a  daily  newspa¬ 
per  or  other  media?  Have  you  suc¬ 
cessfully  developed  sales  plans,  pres¬ 
entations,  and  new  revenue  opportuni¬ 
ties?  Can  you  accurately  farecast 
revenue  in  a  constantly  changing 
environment,  develop  and  manage  a 
tight-fisted  expense  budget  and  find 
new  ways  to  dramatically  increase 
sales  and  operate  more  efficiently? 
Have  you  sold  and  serviced  national 
and  local  advertising  accounts  for  a 
daily  newspaper?  Do  you  have  a 
Bachelor's  degree  in  business,  market¬ 
ing  or  a  related  held,  or  comparable 
professional  work  experience?  Do  you 
nave  the  people  skills  it  takes  to 
supervise  a  multi-national  English- 
speaking  staff  in  Tokyo,  Okinawa  and 
Seoul,  S.  Korea? 

To  apply,  send  your  resume  (or  DA 
Form  3433  -  Application  for  NAF 
Employment  to; 

Pocihc  Stars  &  Stripes 
Unit  45002 
APO  AP  96337-5002 
Fax  from  U.S.;  01 1  -813-3403-5493 
E-mail  (ACII  text  or  MSWord  PC 
format):  jobs-pss@stripes.osd.mil 
Application  must  be  received  by  Octo¬ 
ber  1 .  U.S.  citizenship  required. 
Pocihc  Stars  &  Stripes  is  a  Department 
of  Defense  Non -Appropriated  Fund 
Activity  Equal  Opportunity  Employer 


ADVERTISING 


ADVERTISING 


ADVERTISING 


I  CLASSIFIED  ADVERTISING  DIREOOR 

The  Pittsburgh  Tribune-Review,  one  of 
i  the  nation's  fastest  growing  newspa¬ 
pers,  is  currently  recruiting  ror  a  pro¬ 
ven  Classified  Advertising  Director. 

!  This  is  an  exceptional  opportunity  to 
[  join  a  growing  and  dynamic  organiza- 
i  tion  in  a  revitalized  region  that  has 
I  also  been  named  one  of  America's 
j  most  liveoble  cities.  We  are  seeking  an 
j  ambitious,  self-motivated  candidate 
I  that  displays  strong  leadership  and 
communication  skills  as  well  as  an 
extensive  knowledge  of  classified 
marketing.  Visian  to  develop  and  imple¬ 
ment  marketing  plans  to  grow  revenue 
and  market  snare  is  essential.  Com¬ 
petence  to  coach  sales  staff  and  train 
them  on  new  print  and  Internet  market¬ 
ing  opportunities  is  also  benehcial. 

The  qualihed  candidate  will: 

,  ‘Have  3  to  5  years  Classihed  Advertis- 
i  ing  management  experience. 

'  •Be  detailed  oriented  with  the  ability  to 
handle  multiple  projects 
1  ‘Enjoy  a  competitive  fast-paced,  chang¬ 
ing  environment 

•Be  experienced  in  Internet  ad  sales 

j  We  offer  a  competitive  salary  and 
I  benefits  package  that  includes  a  choice 
of  healthcare,  dental  and  eye  care 
j  plans,  paid  vacation,  long  and  short 
!  term  disability  and  a  matting  401  (k) 
program.  Please  send  resume  and 
salary  requirements  to  Tribune-Review, 
Attn:  A.  Mroz,  622  Cabin  Hill  Drive, 
i  Greensburg,  PA  15601  or  E-mail  to: 

I  amroz@tribweb.com 

No  phone  calls,  pleases 


I  DIREaOR  OF  ADVERTISING 

i  SALES  AND  MARKETING 

I 

Spanish  language  daily,  is  seeking  a 
dynamic,  results-oriented  professional 
to  develop  new  and  enhance  existing 
advertising  products/ opportunities, 
oversee  promotion  efforts  as  well  as 
manage  and  motivate  sales  staff. 
Excellent  people  skills,  creativity  and 
marketing  savvy  and  proven  manage¬ 
ment  experience  required.  Ideal  candi¬ 
date  should  have  a  college  degree  in 
marketing  ar  related  field,  speak 
Spanish  fluently,  hove  extensive  expe¬ 
rience  in  newspaper  advertising  and 
marketing,  a  record  of  revenue  genera¬ 
tion  and  sales  staff  motivation,  experi¬ 
ence  in  negotiation  of  major  regional 
and  national  advertising  accounts  and 
the  ability  to  teach  others  through 
example.  Day-to-day  responsibilities 
include  directing  sales  groups,  imple¬ 
menting  training  and  motivational  pro¬ 
grams,  revenue  and  expense  budget¬ 
ing  and  financial  forecasting  to  meet 
department  goals. 

We  offer  competitive  compensation 
with  incentive  plan  and  comprehensive 
benefits  package.  If  you  are  able  to 
inspire  teamwork  and  cooperation 
among  the  advertising  sales  staff  and 
with  other  departments  of  the  newspa¬ 
per,  then  send  a  detailed  resume  and 
cover  letter  that  demonstrates  your 
sales  and  marketing  skills  to  Patricio 
Hennessey,  director  of  human 
resources,  El  Diario,  345  Hudson 
Street,  New  York,  NY  10014. 


DIREaOR  OF  TERRITORY  SALES 

Seeking  a  Director  of  Territory  Sales  to 
leod  ond  grow  our  Outside  Sales 
Teams  for  The  Flyer,  the  South  Florida 
Harte-Hanks  unit.  Primary  department- 
head  responsibility  for  directing  and 
developing  sales  management  team 
and  sales  rep  organization  to  achieve 
revenue  and  yield  objectives.  Duties 
include  developing  and  executing  sales 
and  marketing  strategy  (or  individual 
markets  and  regions.  Developing  finan¬ 
cial  forecasts  and  business  plans  and 
allocating  necessary  resources  to  max¬ 
imize  sales  revenues  and  operating 
margins.  Position  is  a  member  of  the 
Senior  Staff  team  reporting  directly  to 
the  Unit  President.  The  Director  of  Terri¬ 
tory  Sales  will  work  with  all  department 
heads  to  achieve  optimum  results  from 
the  business.  Ideal  candidate  will  hove 
ten  or  more  years  of  sales  leadership 
experience  including  at  least  five  years 
of  front  line  and  second  line  sales 
management  experience  in  the 
shopper  industry  or  equivalent  con¬ 
sumer  product;  or  equivalent  combina¬ 
tion  of  education  and  experience. 
Bachelor's  degree  a  must,  with  M.B.A. 
a  plus.  Horte-Hanks  offers  attractive 
benefits  and  compensation,  plus  the 
opportunity  for  professional  growth. 
Please  mail  or  fax  your  resume  and 
salary  history  to  Harte-Hanks,  The 
Flyer,  Attn:  Human  Resources,  1 1 900 
SW  1 28th  Street,  Miami,  FL  33186. 

Fox:  (305)  254-8252. 

We  are  an  Equal  Opportunity  Employer 

EMPLOYMENT  MANAGER 

The  Times-Picayune  seeks  an  Employ¬ 
ment  Manager  to  join  our  Classified 
team. 

Notable  candidates  will  demanstrate  a 
successful  track  record  in  competitive 
media  sales  calling  an  lacal  and 
national  employment  accounts  and 
agencies.  Extensive  marketing  knowl¬ 
edge  and  superlative  communication 
skills  including  developing  and  deliver¬ 
ing  formal  advertising  marketing  pres¬ 
entations  that  meet  customer  and 
newspaper  needs  is  also  required.  The 
ability  ta  work  with  research  data  is 
essential.  Competence  to  coach  and 
teach  salespeople  and  develop  and 
implement  revenue  producing  business 
plans  is  important.  Travel  is  necessary. 

Our  industry-leading  benefits  package 
includes  a  choice  of  health  plans, 
dental  and  eyeware  plans,  paid  vaca¬ 
tion,  a  long-  and  short-term  disability 
package,  a  100%  Company-funded 
defined  retirement  benefit  plan,  and  a 
matching  401  (k). 

Send  resume  and  earnings  history  ta: 

The  Times-Picayune 
3800  Howard  Avenue 
New  Orleans,  LA  701 25-1429 
Attn:  Beth  Adams 
Personnel  Director 
(504)  826-3274 
EOE  M/F 


RETAIL  ADVERTISING  MANAGER 
The  Palladium-Item,  a  7-dciy  Gannett 
newspaper  in  Richmond,  IN,  seeks 
results  oriented  individual  with  proven 
history  of  success  ta  lead  our  dynamic 
team  of  advertising  sales  prafessionals. 
The  right  candidate  will  be  a  leader 
with  exceptional  people  skills,  the 
enthusiasm  ta  inspire  teamwork,  and 
be  detail  oriented  with  the  confidence 
ta  handle  multiple  projects.  If  you  like 
the  small  tavm  atmosphere  where  you 
can  make  a  difference,  Richmond  is  the 
place  for  you.  We  ore  centrally  located 
with  easy  access  ta  larger  cities,  state 
parks  and  universities.  Generous  com¬ 
pensation  package  includes  salary,  com¬ 
mission,  401  (k)  plan  and  benefits.  If 
you  are  interested  in  this  growth  oppor¬ 
tunity  send  your  resume  with  salary  his¬ 
tory  to  Palladium-Item,  Advertising 
Directar,  1175  North  A  Street, 
Richmond,  IN  47374. 

Fox:  (765)  973-4440 
E-moil  nwalton@richmond.gonnett.com 

CLASSIFIED 

TELEPHONE  SALES  MANAGER 

1 

Responsible  for  providing  strategic 
I  leadership  (or  the  telephone  sales  and 
customer  service  areas  of  Classified 
!  Advertising,  the  company's  number 
I  one  revenue  producing  division. 

j  Requirements  include; 

•2-3  years  sales  and/or  coll  center 
!  management  experience 
•Advertising  sales  experience  with 
good  working  knowledge  of  overall 
i  advertising  operations  highly  desired 
i  ‘Strong  business  acumen,  excellent 
I  leadership,  communication  and 
I  interpersonal  skills 

I  ‘Time  management  and  organizational 
'  skills  essential 

•Undergraduate  degree  in  advertising 
or  business,  or  equivalent  related  expe- 
I  rience 

I  ‘Valid  Florida  driver's  license  and 
I  accessible  transportation 
:  SOURCE  CODE:  EP-aSM-CFH 

! 

CLASSIFIED  ADVERTISING 
SYSTEMS  SPECIAUST 

Acts  as  the  systems  specialist  for  the 
Classified  Advertising  Telephone  Soles 
1  section  or  Orlando  Sentinel  Communi- 
I  cations.  Responsible  for  Classified/SII 
and  other  advertising  systems,  the 
;  Classified  Rolm  ACD  telephone  system. 

I  Requirements  include: 

!  ‘3-5  years  direct  experience  in  Tele¬ 
phone  Sales  or  systems  management 
j  ‘Strong  working  knowledge  of  the  Sll 
j  Classified  system 

•Excellent  interpersonal,  written  and 
j  verbal  communication  skills 
I  ‘Ability  ta  plan,  organize  and  imple- 
I  ment  multiple  projects 
I  ‘Valid  Florida  driver's  license  and 
I  accessible  transportation 
•Undergraduate  degree  in  Computer 
Science  or  equivalent  related  experi¬ 
ence 

I  SOURCE  CODE:  CASS-CFH 

I  We  offer  competitive  starting  salaries 
j  and  great  benefits.  For  consideration, 
j  please  submit  resume  with  source  code 
!  ta: 

Orlando  Sentinel  Communications 
j  Employment  Center 

j  633  North  Orange  Avenue 
i  Orlando,  FL  32801 

1  Fax:  (407)  420-5766 

chaymes@oHandosentinel.com 

I  EOE 
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HELP  WANTED 


_ ADVERTISING _ 

DISPLAY  ADVERTISING  MANAGER 

Medium-sized  midwest  newspaper 
seeks  an  energetic  sales  manager  to 
help  us  reach  our  objectives.  Our 
objectives  are: 

•To  train  our  salespeople  to  be  the  best 
in  the  business. 

•To  solidify  our  “customer  first”  philos¬ 
ophy. 

•To  exceed  our  revenue  goals  and 
other  sales  goals. 

This  is  an  ideal  position  for  an  ad 
director  or  a  sales  manager  at  a 
smaller  operation. 

We're  looking  for  a  high-energy 
leader  wha  can  take  our  advertising 
division  to  the  next  level.  This  person 
should  have  a  track  record  in  sales  and 
a  passion  for  excellence.  Sales  man¬ 
agement  experience  and  college 
degree  required. 

If  you  want  ta  jain  a  team  that's  on  the 
move,  send  your  resume  in  confidence 
to  Box  08933,  Editor  &  Publisher. 

ACADEMIC 

MANAGER  OF  MEDIA  RELATIONS 

Dickinson  College  is  seeking  a  creative 
and  energetic  individual  to  promote 
and  advance  the  image  and  mission  of 
the  college.  The  Manger  will  be 
responsible  for  identifying  unique  or  dis¬ 
tinctive  programs,  peo|:xe,  and  events 
at  Dickinson,  and  for  writing  and  pro¬ 
mating  potential  stories  through  local, 
regianal,  national,  and  international 
mMia  autlets.  The  Manager  also  will 
respond  to  press  inquiries,  produce 
and  distribute  press  materials,  and 
cultivate  media  contacts. 

A  Bachelor's  degree  and  at  least  3-5 
years  experience  in  public  relations 
and/or  journalism  are  required.  Salary 
is  competitive  and  will  be  cam- 
mensurate  with  experience. 

Please  send  a  cover  letter,  resume  and 
three  references  to  Karen  Faryniak, 
Director  of  College  Relations,  Dickinson 
College,  P.O.  Box  1773,  Carlisle,  PA 
1 7013.  EE/AA  employer. 


ACADEMIC 


_ ACADEMIC _ 

FORDHAM  UNIVERSITY  IS  LOOKING 
for  two  Media  Relations  Specialists  in 
its  Public  Affairs  Department,  located 
at  the  Lincoln  Center  campus. 

BUSINESS,  RELIGION,  STUDENTS 
I  Responsible  for  Publicizing  Fordham 
faculty  as  media  experts  in  the  fields  of 
business,  religion  and  student  life. 
These  fields  are  covered  by  the  Office 
of  Student  Affairs,  the  Schools  of  Busi- 
!  ness  and  the  Graduate  School  of 
Religion  and  Religious  Education  fac¬ 
ulty  at  Lincoln  Center  and  the  Bronx,  so 
,  candidate  will  take  an  interdisciplinary 
approach  in  pramotian. 

I  LAW,  GRADUATE  SOCIAL  SERVICE 
I  Responsible  for  publicizing  Fordham 
'  faculty  as  media  experts  in  the  fields  af 
low  and  social  service.  These  fields  are 
covered  by  the  School  of  Law  and  the 
Graduate  School  of  Social  Service 
I  faculties  at  Lincoln  Center,  so  candi- 
!  date  will  take  an  interdisciplinary 
!  approach  in  promotion. 

Qualified  candidates  will  have  3-5 
years  media  relatians  experience; 
journalism  preferred.  Ability  to  turn 
,  research  articles  into  news.  Strong 
I  news  writing  and  pitching  skills. 

Demonstrated  experience  with  WEB- 
I  based  media  and  promotion  a  plus. 
Working  knowledge  of  Microsoft 
Word  and  HTML/WEB  editing  soft¬ 
ware. 

Salary  commensurate  with  experience 

!  Send  letter,  resume  salary  requirements 
and  10  best  clips  (required  for  con- 
I  siderotion)  to: 

I  Assistant  Vice  President  for 

Public  Affairs 

;  Fordham  University 

j  113  West  60th  Street,  ROOM  3 1 3 
NewYork,  NY  10023 

I  E-mail: 

j  ia_schmalz@sueann.fordham.edu 
j  Fordham  University  is  an  Equal  Oppor¬ 
tunity/Affirmative  Actian  Institution 


ACADEMIC 


JOURNALISTS  WANTED 

for  The  Freedom  Forum  Ph.D.  Fellowship  Program 

The  School  of  Journalism  and  Mass  Communication  at  the 
University  of  North  Carolina  at  Chapel  Hill  is  seeking  applicants 
for  its  sixth  class  of  Freedom  Forum  Ph.D.  Fellows.  Open  to  mid¬ 
career  professionals  with  at  least  10  years  of  news  experience. 
Must  be  currently  employed  full  time  in  a  news  operation. 
Experience  as  adjunct  faculty  member  beneficial  but  not  essen¬ 
tial.  The  27-month  program  pays  up  to  $50,000  a  year  plus  tuition, 
medical  insurance  and  travel  benefits.  GRE  required  of  all  ^ppH* 
cants.  Master's  not  required.  This  program  is  funded  by  The 
Freedom  Forum. 

Contact:  Margaret  A.  Blanchard 
mablanch^email. unc.edu 
919  /  %2-4072 

Program  information  also  available  at: 
http://metalab.unc.edu/jomc/academic/graduate/financial/fff.html 
Deadline:  Dec.  1, 1999 
Class  enters  May  2000 

UNIVERSITY  OF  NORTH  CAROLINA 
THE  FREEDOM  FORUM 


_ ACADEMIC _ 

DEAN,  COLLEGE  OF  JOURNALISM 
UNIVERSITY  OF  MARYLAND 
COLLEGE  PARK 

The  University  of  Maryland,  College 
Park,  invites  applications  and  nomina¬ 
tions  for  the  position  of  Dean  for  the 
College  of  Journalism.  The  University 
of  Maryland,  College  Park,  is  a  com- 
!  prehensive  Carnegie  I,  public  university 
j  with  almost  33,000  students  in  Bac- 
I  caloureate.  Master's  and  Doctoral  pro- 
!  grams. 

The  Dean,  who  reports  to  the  Senior 
Vice  President  for  Academic  Affairs 
and  Provost,  is  the  chief  acodemic 
officer  and  executive  officer  of  the  Col¬ 
lege,  which  has  a  highly  respected  full¬ 
time  faculty  of  20,  15  part-time 
;  instructors  each  semester,  and  600 
1  undergraduate  students  and  100  MA 
I  and  Ph.D.  students.  The  Dean  is  pub- 
i  lisher  of  American  Journalism  Review 
(AJR).  The  College's  units  reporting  to 
the  Dean,  in  addition  to  AJR,  include 
the  Knight  Center  for  Specialized  Jour¬ 
nalism,  the  Casey  Journalism  Center 
for  Children  and  Families,  and  the 
Hubert  H.  Humphrey  Journalism  Fel¬ 
lowships  Program.  The  successful  can- 
j  didate  must  demonstrate  a  commitment 
i  to  achieving  excellence  in  teaching, 

■  research,  service  to  the  community,  a 
dedication  to  fostering  the  goals  of 
diversity  and  affirmative  action,  suc- 
j  cess  in  fund  raising  and  an  ability  to 
{  lead  a  complex  organization. 

Qualified  applicants  must  merit 
appointment  at  the  Professor  rank  and 
have  successful  administrative  experi¬ 
ence.  Salary  will  be  competitive  and  com- 
mensurate  with  experience.  The 
appointment  dote  is  open. 

Applicants  and  nominees  should  sub¬ 
mit  a  letter  of  interest,  curriculum  vitae, 
and  the  names,  addresses  and  tele¬ 
phone  numbers  of  at  least  four  persons 
who  can  be  contacted  by  the  search  com¬ 
mittee  for  references.  Nominations  are 
I  encouraged  and  will  be  received  at 
i  any  time.  Review  of  nominations  and 
I  applications  for  this  position  will  com¬ 
mence  on  September  15,  1999,  and 
continue  until  the  position  is  filled.  All 
i  materials  should  be  sent  to: 

i  Search  Committee  for 

Dean  of  the  College  of  Journalism 
Attention:  Ms.  Sheila  Mahaffy 
1119  Main  Administration  Building 
University  of  Maryland 
College  Park,  MD  20742 

i  Please  feel  free  to  call  the  chair  of  the 
‘  committee.  Dr.  Charles  F.  Welford, 

I  (301 )  405-4701 ,  or  direct  inquiries  via 
E-mail  to  cwellford@bss2.umd.edu 
j  To  request  a  copy  of  the  expanded 
position  description,  please  contact  Ms. 
Mahaffy  at  (301 1  405-5626  or  via 
E-mail  to  smahaffy@deans.umd.edu 
1  Further  information  on  the  College  can 
be  found  at 

I  http://www.inform.umd.edu/jour/ 

j  The  University  of  Maryland,  College 
j  Park,  actively  subscribes  to  a  policy  of 
equal  education  and  employment 
opportunities.  Women  and  minority 
candidates  are  encouraged  to  apply. 


_ ACADEMIC _ 

FLORIDA  A&M  UNIVERSITY 
School  of  Journalism 
Media  and  Graphic  Arts 
Positions  Available 

Dynamic  student  newspaper  advisor/ 
teacher  needed  for  oward-winning 
university  bi-weekly  newspaper. 
Requires:  Ph.D.  in  apprapriate  field, 

I  5+  years  experience  in  newspaper 
!  journalism.  Teaching  and/or  advising 
experience  a  plus.  Those  with  no 
doctorate  but  autstanding  professional 
experience  may  be  cansidered.  Salary 
from  $45,000  to  $50,000  for  9 
months  (tenure-track  position). 

I  This  position  begins  January  3,  2000. 

;  Application  deadline  is  October  8, 
j  1999,  but  position  will  remain  open 
'  until  filled. 

The  FAMU  journalism  program  is 
accredited  by  ACEJMC. 

Send  a  letter  specifying  the  position 
I  number  and  camplete  resume  to: 

Robert  M.  Ruggles,  Dean 
School  of  Journalism 
Media  &  Graphic  Arts 
\  1 08  Tucker  Hall 

Florida  A&M  University 
Tallahassee,  FL  32307-4800 

I  ACCOUNTING 

CFO-NEWSPAPER/MEDIA 
PORTLAND,  MAINE 

80MM  division  of  family  owned  news¬ 
paper  publisher.  Position  is  a  replace¬ 
ment  due  ta  an  internal  promotion. 
Report  to  GM,  with  staff  of  30. 
Responsibilities  include  all  financial 
and  management  reporting,  budget, 
forecasting,  audit,  credit,  collections, 
AR,  AP,  purchasing  and  inventory  con¬ 
trol.  College  degree  necessary,  with 
'  CPA  or  MBA,  10-12  years  of  financial 
[  management  experience  with  strong 
J  newspaper  exposure.  Base  salary  of 
j  80-1 OOK  with  20'J&  MBO  potential, 
j  Interested  parties  can  E-mail  resume  to 
I  krobertsl@erots.com 

ADMINISTRATIVE 

Executive  Search  - 

'  •  Group  Publisher  -  Mideast 

•  General  Managers  -  Midwest,  South 

•  Ad  Directors  -  East,  Midwest 

i  •  Circulatian  Directars  -  Midwest,  West 

•  Prepress  Directars  -  East,  Midwest 

•  Research  Directar  -  East 

•  Circulatian  Marketing  -  East 

•  Database  Manager  -  Southwest 

•  Research  Analyst  -  West 

We  are  an  Executive  Search  firm,  all 
fees  paid  by  client  newspapers.  Submit 
I  your  resume  in  total  confidence,  your 
resume  is  never  forwarded  without 
j  your  approval. 

!  Send  resume  to 

Box  08872,  Editor  &  Publisher 


:  GENERAL  AAANAGER 

I  Award-winning  weekly  broadsheet  in 
I  the  beautiful  Berkshires  (Western  MA) 
I  seeks  energetic,  creative,  experienced 
j  General  Manager  with  good  news 
j  sense  and  strong  sales  background, 
j  Salary  plus  commission.  Send  resume 
I  to  Box  08920,  Editor  &  Publisher. 
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CLASSIFIED 


HELP  WANTED 


_ ADMINISTRATIVE _ 

PUBUSHER/VP 
READERSHIP  DEVELOPMENT 

Do  you  hove  a  passion  for  readers? 
Con  you  demonstrate  excellence  in 
editorial  or  circulation  operations  with 
a  proven  record  of  growing  circula¬ 
tion?  Do  you  have  a  cammitment  ta 
exemplary  customer  service?  If  so,  you 
may  be  the  right  person  for  our  team. 

Aggressive,  central  Indiana  marketing 
group  seeks  a  dynamic  Publisher/Vice 
President,  Readership  Development  at 
the  Tribune-Star  in  Terre  Haute.  The 
Tribune- Star  is  a  41,000-circulation 
daily  serving  Vigo  County  and  the 
western  partion  af  central  Indiana. 
Terre  Haute  offers  a  quality  lifestyle  in 
a  mid-size  community  and  is  home  to 
Indiana  Stale  University. 

The  publisher  is  responsible  for 
editorial  and  circulation  functions,  and 
community  relations.  The  position  is 
responsible  for  the  profit  and  loss 
performance  of  all  products  and  ser¬ 
vices  and  reguires  maintaining  a  col¬ 
laborative  relationship  with  all  other 
functional  departments.  The  publisher 
ensures  compliance  with  established 
standards  of  customer  service. 

Additional  responsibilities  include: 
•Defining  and  executing  the  readership 
development  mission  of  all  products 
and  services  os  it  relates  to  editorial 
and  circulation  strategies 
•Monitoring  standards  of  performance 
and  completing  performance  evalua¬ 
tions  for  direct  reports 
•Preparing  financial  budgets  and 
monitoring  budget  performance 
•Serving  on  community  boards  and  com¬ 
mittees  and  representing  the  company 
at  community  functions  and  events 

SotkI  ar  E-mail  cover  letter  and  resume 
to: 

Judi  Litsev 
Thomson  Indiana 
1 1 33  Jackson  Street 
Anderson,  IN  46016 
jlitsey@indol.com 


PUBUSHER 

The  European  and  Pacific  Stars  and 
Stripes  newspaper  (circulation  60K), 
published  in  five  countries  and  distrib¬ 
uted  to  more  than  50  countries  around 
the  world,  is  seeking  a  hands  on  pub¬ 
lisher. 

QUALIFICATIONS:  Work  experience 
thot  includes  managing/directing/ 
overseeing  financial  and  editorial 
operatians  of  a  modern  daily  com¬ 
mercial  newspaper.  Experience  resolv¬ 
ing  journalistic  issues  involving  First 
Amendment  considerations. 
Demonstrated  competence  in  resolving 
crises  and  emergencies.  Preferred  can¬ 
didates  will  possess  familiarity  with  the 
Department  of  Defense,  the  military  com¬ 
ponents  and  the  Combatant  Com¬ 
mands;  and  experience  with  interna¬ 
tional  newspaper  operations. 

Submit  a  detailed  resume  to  the  Euro¬ 
pean  and  Pacific  Stars  and  Stripes 
Attn:  Policy  Office  via  mail  at  529  14th 
Street  NW,  Suite  350,  Washington, 
DC  20045  or  fax  at  (202)  761-0890 
or  E-mail  in  ASCII  text  or  MSWord 
format  to:  jobs@stripes.osd.mil 


j _ ADMINISTRATIVE _ 

I  PUBUSHER  j 

Times-Shomrock  Communications  has  I 
an  immediate  opening  for  Publisher  of  | 
a  12,000  circulation  AM  daily  and  a  j 
5,000  circulation  weekly  in  Shamokin,  i 
a  small  vibrant  market  in  Central  Penn-  | 
j  sylvania.  | 

The  ideal  candidate  must  possess  a  | 
strong  work  history  which  reflects  good  ! 
management  and  leadership  skills.  You 
must  nave  considerable  experience,  be 
successful  in  managing  people  and  be  > 
able  to  create  effective  planning  docu-  i 
ments,  which  include  budgets,  goals 
and  action  plans.  You  should  be  able  i 
to  lead  a  team  of  managers  toward  a  I 
commonly  shared  goal.  The  ability  to  ! 
effectively  motivate  and  communicate  j 
is  also  a  requirement.  Background  in  | 
commercial  printing  would  also  be 
helpful. 

Times-Shamrock  Communications  is  a  I 
family-owned  media  corporatian  | 
encompassing  26  print  and  12  radio 
broadcasting  properties.  We  offer  a  com¬ 
petitive  salary,  generaus  benefits 
package  and  the  opportunity  to  lead 
an  award-winning  newspaper.  i 

I  Please  send  resume  and  salary  require- 
j  ments  to  George  V.  Lynett,  Times- 
j  Shomrock  Communications,  149  Penn 
!  Avenue,  Scranton,  PA  1 8503.  j 


THE  GREATEST  place  to  publish  a  ' 
weekly  newspoper  is  New  Englond. 
That  said,  we're  looking  for  a  hands-  | 
on  publisher  to  manage  not  one,  but  i 
two  outstanding  weeklies  in  western 
Maine.  Send  resume  to  Box  08914,  ' 
Editor  &  Publisher.  { 

ART/GRAPHICS 

MONTHLY  BLUES  MUSIC  MAGAZINE  i 
seeks  graphic  designer  for  in-house  | 
position.  Must  know  QuarkXPress,  I 
Photoshop  and  Illustrator.  Web  I 
design/maintenance  a  plus.  Must  be 
able  to  meet  deadlines  and  handle  | 
multiple  tasks.  Potential  for  career  and  ■ 
!  portfolio  development.  Salary  above  | 
average  for  location.  Full  oenefits.  j 
Send  resume  to  Blues  Revue  Magazine,  j 
Route  1 ,  Box  75  Salem,  WV  26426.  I 
Fox  (304)  782-1 993  ! 

E-mail  editor@bluesrevue.com 
Website  www.bluesrevue.com  1 

No  phone  inquiries 


CIRCULATION 


ADVANCEMENT  ! 

See  how  far  yaur  newspaper  career  j 
can  go  with  Boone  Newspapers,  Inc.  | 
See  the  JOBS  page  at  our  web  site:  | 

www.boonenewspapers.com 


CIRCULATION  MANAGER 
Dallas  legal  newspaper  seeks  manager 
for  busy  print  and  online  circulation 
department.  Strong  computer  skills  and 
excellent  phone  manner  a  must.  Legal 
background  and  sales/marketing 
experience  a  plus.  Salary,  benefits  and 
cammissians.  Fax  resume  with  salary 
requirements  to  R.  McKeon  (214)  741- 
2325  or  E-mail  rmckeon@amlaw.com 


_ CIRCULATION _ 

CIRCULATION  MANAGER 

Zone  5  newspaper  seeks  organized 
individual  to  lead  division  staff. 
Responsibilities  include  management  of 
circulation  staff  carrier  recruitment,  col¬ 
lections,  and  delivery  management. 
Reports  to  Circulation  Director.  Must 
have  a  minimum  of  10  years  circula¬ 
tion  experience  with  a  minimum  5 
years  circulation  supervisory/ 
manogement  experience.  Salary  plus 
bonus,  401  (k)  and  excellent  benefits 
package.  Send  resume  and  cover  letter 
with  salary  requirements  in  confidence 
to  Box  08897,  Editor  &  Publisher. 


CIRCULATION  MANAGER 
FOR  MARKETING  &  SALES 


_ CIRCULATION _ 

DISTRIBUTION  MANAGER 
The  Columbus  Ledger-Enquirer,  a 
Knight  Ridder  newspaper,  has  an  open¬ 
ing  in  circulation  for  a  distribution 
manager.  This  position  oversees  the 
daily  delivery  to  all  home  delivery  sub¬ 
scribers,  develops  strategies  to  grow 
home  delivery,  plans  and  sets  goals  for 
the  staff  and  oversees  the  olternate 
delivery  operations.  Customer  service 
is  a  top  priority.  The  person  in  this  posi¬ 
tion  will  be  a  participant  in  Knight  Rid- 
der's  Circulation  Management  Devel¬ 
opment  Program  -  a  fast-track  pro¬ 
gram  designed  to  produce  the  next 
generation  of  circulation  managers 
and  directors. 


The  successful  condidate  will  hove: 


We  are  a  100,000i-  circulation  paper  j 
in  Zone  8  and  are  seeking  a  Sales 
Manager  for  the  Circulation  Depart¬ 
ment.  We  are  looking  for  an  experi¬ 
enced  Marketing  professional  who  can 
develop  and  caardinate  new  sales 
programs  to  increase  and  retain  home 
delivery  circulation.  In  addition,  the 
sales  manager  will  be  responsible  for 
managing  outside  sales,  inside 
telemarketing  staff  and  targeting  and 
tracking  sales.  If  you  have  a  proven 
track  recard  of  developing  strategies 
which  hove  resulted  in  increased  sales 
record  and  you  like  working  in  a  com¬ 
petitive,  challenging  environment,  this 
may  be  the  job  for  you. 

We  offer  a  competitive  salary,  great 
benefits  and  a  401  (k)  plan.  Qualified 
individuals  should  send  their  resume 
and  salary  requirements  to  Box  08935,  | 
Editor  &  Publisher.  j 


ACADEMIC 


•A  college  degree  or  equivalent  expe¬ 
rience. 

•Five  years  af  newspaper  circulation 
distribution  or  equivalent  experience. 
•Excellent  management  skills  including 
effective  communications,  staff  devel¬ 
opment,  motivation  and  team  building. 
•Excellent  decision-nKiking  skills. 

•PC  skills  including  Excel  and  Word. 
•Must  be  results  oriented. 

The  position  directly  manages  two 
supervisors  and  1 3  district  managers. 
Salary  range  $50,000  with  MBO  and 
comprehensive  benefits  package.  Can¬ 
didates  must  be  willing  to  relocate. 
Send  letter  of  interest  and  resumes  to: 
Human  Resources 
The  Columbus  Ledger-Enquirer 
P.O.  Box  71 1 ,  Columbus,  GA  31 902 
Fax:  (706)  576-6294 
E-mail:  ccrauch@ledger-enquirer.com 


ACADEMIC 


DIRECTOR 
School  of  Journalism 
Michigan  State  University 

The  School  of  Journalism  at  Michigan  State  University  invites 
applications  and  nominations  for  the  position  of  Director  of  the 
Journalism  School.  The  appointment  will  begin  in  the  summer 
of  2000.  The  new  director  will  provide  leadership;  forge 
cooperative  partnerships  with  alumni  and  professional 
constituencies;  actively  pursue  fundraising  and  oversee  the 
school's  activities.  Candidates  should  have  credentials  suitable 
for  appointment  to  the  rank  of  full  professor. 

Applicants  should  submit  a  letter  of  interest,  a  curriculum  vitae 
or  resume,  and  three  names  of  references.  The  deadline  for 
submissions  is  Nov.  1,  1999  or  until  the  position  is  filled.  Send 
applications  to; 

Professor  Jim  Detjen,  Chair  of  Search  Committee 
Room  341  Communication  Arts  Building 
Michigan  State  University 
East  Lansing,  MI  48824-1212 

For  more  information: 

http://www.joumalism.msu.edu/directoijob.html 
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HELP  WANTED 


_ CIRCULATION _ 

CIRCULATION 

HOME  DELIVERY  MANAGER 

We  are  looking  for  an  experienced 
Circulation  professional  to  manage  our 
home  delivery  operation  for  our 
100,000+  circulation  in  Zone  8.  We 
need  someone  who  can  attack  a  highly 
competitive  market  and  aggressively 
promote  our  products.  This  is  a  pivotal 
position  that  reports  directly  to  the  VP 
of  Circulation.  Successful  candidate 
must  have  a  proven  track  record  in 
guiding  and  motivating  staff  while 
meeting  daily  circulation  objectives.  If 
you  are  ready  for  new  challenges  in 
your  career,  we  want  to  hear  from 
you. 

We  offer  a  competitive  salary  and 
excellent  benefits.  Qualified  individuals 
should  send  their  resume  and  salary 
requirements  to  Box  08936,  Editor  4 
Publisher. 


HOME  DELIVERY  MANAGER 
THE  JOURNAL  GAZETTE 

Fort  Wayne  Newspapers  is  one  of  the 
largest  publishing  concerns  in  north¬ 
eastern  Indiana.  The  Circulation 
division  has  an  opening  for  a  Home 
Delivery  Manager  with  The  Journal 
Gazette.  The  successful  candidate  will 
develop  and  execute  a  marketing  plan 
to  achieve  budgeted  circulation  goals, 
contribute  to  employee  development 
and  performance  through  recruitment 
and  supervision,  manage  expenses  to 
attain  budgeted  levels  while  attaining 
objectives  and  maintaining  proper  con¬ 
trols,  and  provide  effective  distribution 
of  newspapers  and  consistent  high 
quality  delivery  to  readers. 

Leadership  skills,  long  and  short-term 
planning,  supervision  experience, 
understonding  of  legal  aspects  of 
managing  contractual  relationships, 
written  and  verbal  communication 
skills,  and  spreadsheet  and  database 
knowledge  are  required.  A  degree  in 
Marketing  or  Business  preferred,  but 
not  required.  Candidate  must  have 
three  years  management  in  Circulation 
or  a  related  field. 

Qualified  candidates  interested  in  a  com- 
titive  salary  and  a  comprehensive 
nefits  package  are  invited  to  forward 
a  resume,  letter  of  application  and 
salary  requirements  to: 

Human  Resources 
Fort  Wayne  Newspapers 
600  West  Main  Street 
Fort  Wayne,  IN  46802 
Fax  (219)  461-8749 
Equal  Opportunity  Employer 


THE  DICKINSON  PRESS  has  an 
immediate  opening  for  a  circulation 
manager.  This  position  requires  the 
knowledge  consistent  with  an  experi¬ 
enced  circulation  professional;  carrier 
recruitment,  route  analysis,  promotion 
and  marketing  as  well  as  strong 
interpersonal  skills.  The  first  priority 
must  be  a  strong  desire  to  create  a  sell¬ 
ing  culture  and  achieve  sales  and 
delivery  goals.  Please  send  resume  to 
Peter  Rogers,  publisher.  The  Dickinson 
Press,  P.O.  Box  1 367,  Dickinson,  ND 
58602. 


_ CIRCULATION _ 

MID-SIZE  New  Jersey  newspaper  in 
need  of  crew  contractor  to  sell  home 
delivery  subscriptions.  Potential  to 
make  a  good  income  for  one  crew 
operator.  Reply  in  confidence  to  Box 
0891 5,  Editor  &  Publisher. 


I  PAXTON  MEDIA  GROUP  has  a  great 
I  opportunity  for  a  Circulation  Manager 
!  at  the  Paducah  Sun,  its  30,000  daily 
I  circulation  flagship  newspaper  in 
I  Paducah,  KY.  Position  oversees  all 
:  Paducah  Sun  distribution,  sales,  and 
;  customer  service.  Newspaper  circula- 
j  tion  experience  required.  Working 
;  knowledge  of  the  Circulation  Database 
'  System  and  experience  with  Baseview 
j  Circulation  Pro  strongly  preferred, 
i  Candidate  should  be  a  proven  self¬ 
starter,  with  strong  math  skills, 
customer  service  skills  and  marketing- 
plan  development  abilities. 

The  Paducah  Sun  is  one  of  26  dailies 
that  make  up  Paxton  Media  Group. 
We  offer  salary  plus  incentive.  Benefits 
include  401  (kj,  health,  life,  pension, 
short/long  term  disability,  cafeteria 
plan.  For  consideration,  please  send 
resume  and  salary  history  in  con¬ 
fidence  to 

The  Paducah  Sun 
P.O.  Box  2300 
Paducah,  KY  42002-2300 
Attn:  Jim  Paxton 
No  phone  calls,  please 


THE  CHATTANOOGA  TIMES-FREE 
PRESS,  located  in  Chattanooga,  Ten¬ 
nessee  seeks  an  experienced  Circula- 
;  tion  professional  to  fill  a  Zone  Man- 
.  ager  position.  We  are  poised  for  solid 
growth  and  the  selected  applicant  must 
j  have  a  proven  track  record  of  improv- 
'  ing  delivery  service  and  training/ 
developing  our  staff  of  District  Man¬ 
agers.  This  position  will  have  high 
I  expectations  and  we  are  seeking  a 
“hands-on”  manager.  Interested  can¬ 
didates  should  fax  a  resume  to  Steve 
Learn,  circulation  manager  at: 

(423)  757-6552 


USA  TODAY,  The  Nation's  number 
one  newspaper  is  seeking  a  national 
customer  service  manager  to  lead  its 
call  center  operation  located  in  Silver 
Spring,  MD.  This  position  will  manager 
30+  staff  in  a  centralized  customer  ser- 
vice/call  center  environment  and  be 
accountable  for  daily  operations,  work 
flow  and  staff  development.  A  passion 
for  serving  customers  is  a  must. 

The  successful  candidate  will  have  a 
;  business,  accounting  or  related  degree 
,  and  a  minimum  of  5  years  customer 
service  experience  in  ACD  Systems 
and  a  demonstrated  competency  work¬ 
ing  in  a  windows  environment  and  as 
400  applications  required.  If  you  can 
effectively  define  work  processes  and 
I  procedures,  identify  critical  success 
!  factors  while  demonstrating  good  judg- 
I  ment  to  resolve  customer  and  staff 
j  challenges,  we  encourage  you  to 
I  apply 

Send  cover  letter,  resume  and  salary 
requirements  to  USA  Today,  Hiring 
Manager,  2240  Broadbirch  Drive, 
Silver  Spring,  MD  20904  or  Fax  to 
I  (301)  622-5882  or  apply  on  our  web 
I  siteatwww.rpowell@usatoday.com 


_ EDITORIAL _ 

I  ADVANCEMENT 

:  See  how  far  your  newspaper  career 
j  can  go  with  Boone  Newspapers,  Inc. 

I  See  the  JOBS  page  at  our  web  site: 
www.boonenewspapers.com 

I  AGGRESSIVE,  mid-sized  SE  daily 
i  needs  a  reporter  who  can  find  A1 
,  stories  on  the  business  beat.  Cover  a 
I  thriving  medical  community,  booming 
!  banking  and  insurance  sectors,  an 
I  emerging  automobile  industry  and 
i  even  retailing  giant  Saks.  We  want 
someone  who  is  comfortable  with  hard 
;  news,  but  knows  how  to  work  human 
angles,  too.  Send  resume,  cover  letter, 
i  clips  to  Tabitha  Sparkes,  Birmingham 
i  Post-Herald,  P.O.  Box  2553,  Birm¬ 
ingham,  AL  35203. 

ARTS  EDITOR 

The  Atlanta  Journal-Constitution  is  seek¬ 
ing  an  experienced,  aggressive  and 
creative  editor  to  help  us  with  our  Arts 
coverage.  The  ideal  person  is  plugged 
.  in  to  pop  as  well  as  classical  disciplines 
\  -  music,  visual  arts,  architecture, 

:  theater,  dance  and  television.  Mini¬ 
mum  five  years  of  editing  experience. 

,  Send  resume  and  work  samples  to 
Angela  Tuck,  news  personnel  man¬ 
ager,  AJC,  72  Marietta  Street  NW, 
Atlanta,  GA  30303. 


ASSISTANT  BUSINESS  EDITOR 

The  Tennessean,  Nashville's  morning 
daily,  seeks  an  assistant  business  editor 
to  share  the  leadership  of  our  15 
person  business  staff.  This  is  a  high- 
profile  position,  working  with  some  of 
the  newspaper's  best  reporters,  and  pro¬ 
viding  the  opportunity  to  have  a  major 
impact  on  the  direction  of  the  business 
coverage.  The  Tennessean  ( 1 89,000 
doily,  285,000  Sunday)  is  a  Gannett 
newspaper  covering  a  fast-growing 
region  that's  a  national  leader  in  the 
music  and  health-care  industries.  Send 
work  samples,  references  and  a  cover 
letter  explaining  why  you're  right  for 
the  job  to  Lisa  Green,  business  editor. 
The  Tennessean,  1100  Broadway, 
Nashville,  TN  37203.  Or  fax  to  (615) 
259-8093  or  E-mail  to: 

lgreen@tennessean.com 


ASSISTANT  CITY  EDITOR 
The  Orlando  Sentinel  is  looking  for  an 
assistant  local  news  editor,  responsible 
for  coverage  of  key  beats  in  the  core 
metro  area.  Requirements:  Must  have 
strong  news  judgment  and  the  ability  to 
work  under  deadline  pressure.  Must  be 
able  to  work  well  with  reporters,  from 
!  story  coaching  to  handling  copy 
I  quickly  and  efficiently.  Must  have  a 
j  thorough  understanding  of  local  news, 

;  including  police,  courts  and  gov- 
I  ernment  reporting.  Must  be  familiar 
with  the  First  Amendment,  libel, 
journalistic  ethics  and  the  demands  of 
fairness.  Must  have  a  college  degree  or 
equivalent  experience.  Must  have  5-7 
years  of  experience  in  daily  news 
gathering  or  editing.  Contact  Gail 
j  Rayos  at  (407)  420-5582  or  at: 

I  grayos@orlanclosentinel.com 
j  For  more  information  E-mail  Gzail 
!  Rayos,  metro  editor,  Orlando  Sentinel. 


i _ EDITORIAL _ 

I  ASSISTANT  CITY  EDITOR 
We're  hiring  an  assistant  city  editor  to 
!  join  our  team  of  6  ACEs  on  the  City 
I  Desk.  This  editor  works  with  a  group  of 
i  7  reporters  who  cover  major  specialty 
I  beats  such  as  environment,  religion, 

I  social  services  and  law  enforcement. 

We  want  an  editor  who  likes  working 
i  with  rookies  and  with  nationally 
;  ranked  reporters,  who  can  coach  writ¬ 
ing  and  reporting  techniques,  and  who 
can  collaborate  with  and  challenge  the 
people  already  here. 

i  In  our  newsroom  we  work  hard  to 
foster  creativity,  maintain  high  staff 
morale,  and  encourage  enterprise  and 
<  excellent  daily,  Sunday  and  project 
work.  Our  commitment  to  quality  jour¬ 
nalism  runs  deep.  We  hove  won  major 
regional  and  national  awards  in  every 
department  of  the  newsroom;  and  we 
hove  a  national  reputation  for  innova¬ 
tion. 

The  Spokesman-Review  is  a  family- 
owned  paper  that  covers  the  Inland 
Northwest,  from  Montana  through 
Idaho  and  Washington.  We're  in  Pon- 
derosa  pine-covered  hills,  close  to  four 
ski  resorts  and  70  lakes,  and  the 
Spokane  River  runs  through  our  city. 
The  metro  area  is  410,000  people, 
with  another  32,000  in  the  nearby 
resort  town  of  Coeur  d'Alene,  Idaho. 

If  you're  interested  in  joining  us,  send  a 
resume,  samples  of  your  work  (writing 
and  editing)  and  a  letter  outlining  your 
leadership  philosophy  and  your  views 
on  newspaper  journalism  to  Peggy 
Kuhr,  managing  editor,  Spokesman- 
Review,  999  W.  Riverside  Avenue, 
Spokane,  WA  99201 .  Or  E-mail: 

peggyk@spokesman.com 
No  attachment  please.  Deadline  for  app¬ 
lying  is  September  1 5. 


ASSISTANT  EDITOR 

The  Ziff  Davis  Events  Media  Products 
Group  is  recruiting  an  Assistant  Editor 
to  help  oversee  all  the  ZD  Events  Show 
Publications.  These  Show  Publications 
support  all  North  American  events, 
including  COMDEX,  Windows  World, 
Seybold  Seminars,  and  more,  with 
print  publications  include  Program  & 
Exhibits  Guides  (directories)  and  show 
Previews  and  Dailies  (newspapers).  In 
addition  to  being  vehicles  (or  exhibitor 
advertising,  the  newspapers  provide 
industry  news,  insight  and  analysis  to 
attendees,  including  on-site  live  report¬ 
ing.  The  group  also  supplies  editorial 
material  for  the  Web,  both  at  individ- 
:  ual  shows  and  year-round,  and  works 
!  closely  with  the  Web  team. 

:  Ideal  candidates  will  be  team  oriented 
'  and  possess  strong  interpersonal  skills, 
i  A  working  knowledge  of  computer/ 
I  Internet/communications  industries, 
I  players,  technologies  a  plus.  The  ability 
I  to  multi-task  and  meet  deadlines  a 
I  necessity.  Candidates  should  possess 
five  to  seven  years  applicable  experi¬ 
ence. 

I  For  prompt  consideration,  please 
forward  your  resume  to: 

I  maria_cullen@zd.com  or 

I  Fax  resume  to  (781)  433-2816 
j  Visit  our  website  at  www.zd.com 
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HELP  WANTED 


_ EDITORIAL _ 

ATHLETE  DIRECT  (AD)  is  the  leading 
online-based  sports  Media  Company 
that  produces  exclusive  online  sites  (or 
professional  athletes  and  develops 
interactive,  sponsorship,  and  merchan¬ 
dising  opportunities  between  athletes 
and  fans  worldwide.  AD  currently  pro¬ 
duces  tfie  exclusive,  official  online  sites 
for  over  100  athletes,  giving  us  the 
largest,  most  recognizable  oase  of 
athlete  clients  in  the  Internet  wodd.  AD 
is  a  fast-paced,  energetic  company 
headed  in  to  our  fourth  year  of  opera¬ 
tions  and  is  seeking  people  with  entre¬ 
preneurial  drive,  creativity,  and  a 
passion  for  online/Web  media  and 
especially  sports! 

ONUNE  NEWS  EDITOR 

News  Editor  for  this  rapidly  growing 
online  sports  news  service  will  monitor 
sports  wires  to  update  news,  headlines, 
photos  and  captions  on  AOL  pro  and 
college  team  pages  (see  Keyword: 
“Yankees,”  “Lakers,"  etc.).  News  Editor 
also  will  hove  creative  input  on  and  be 
responsible  for  updating  individual 
athlete  pages  on  both  AOL  and  our 
Web  site  -  www.athletedirect.com 
Candidates  must  have  a  comprehen¬ 
sive  knowledge  of  sports,  work  experi¬ 
ence  in  editing  and  writing,  solid  news 
judgment  and,  equally  important, 
creativity  and  drive.  AthleteDirect.Com 
is  an  18-hour  operation  seven  days  a 
week,  so  night  and  weekend  work  is 
required.  Good  computer  skills 
required.  Knowledge  of  HTML  and 
AOL  publishing  systems  a  plus. 

ONUNE  COPY  EDITOR 

Copy  editor  for  this  rapidly  growing 
online  sports  news  service  will  edit 
news,  headlines  and  captions  for  con¬ 
tent  and  style  on  AOL  pro  and  college 
team  pages  (see  Keyword:  “Yankees," 
“Lakers,”  etc.)  as  well  as  on  our  indi¬ 
vidual  athlete  pages  on  both  AOL  and 
our  Web  site  www.athletedirect.com 
Candidates  must  have  a  comprehen¬ 
sive  knowledge  of  sports,  work  experi¬ 
ence  in  editing  and  writing,  solid  news 
judgment  and  equally  important,  drive. 
Familiarity  with  AP  style  a  plus. 
AthleteDirect.Com  is  an  18-hour  oper¬ 
ation  seven  days  a  week,  so  night  and 
weekend  work  is  required.  Good  com¬ 
puter  skills  required.  Knowledge  of 
HTML  and  AOL  publishing  systems  a 
plus. 

Send  resumes  via  E-mail  or  Fax: 
lhochberg@athletedirect.com 
(310)  996-1092  attn.  L.  Hochberg 


ASSISTANT  SPORTS  EDITOR 
The  (Nashville)  Tennessean  (190,000 
daily;  270,000  Sunday)  seeks  an 
editor  to  work  with  a  team  of  reporters. 
Nashville  is  home  to  neady  new  NFL 
and  NHL  teams  and  we  seek  an  editor 
to  help  us  build  on  strong  coverage 
that  also  emphasizes  UT  and  Van¬ 
derbilt.  Contact  Mike  Jones,  acting 
sports  editor.  The  Tennessean,  1 1 00 
Broadway,  Nashville,  TN  37203. 


j _ EDITORIAL _ 

I  ASSISTANT  CITY  EDITORS 

We  asked  our  staff  why  you  should 
work  at  the  News  &  Record,  a 
100,000-circulation  daily  in 
Greensboro,  NC.  They  said: 

!  “The  News  &  Record  seems  to  lack  the 
j  backstabbing  and  internal  competition 
I  that  makes  working  elsewhere  such  a 
j  drag."  -  John  Newsom,  first-place  win¬ 
ner  in  the  Education  Writers  Associa¬ 
tion  awards 

“The  company  offers  the  most  extensive 
collection  of  on-site  professional- 
I  development  opportunities  I've  ever 
heard  of.”  -  Lydian  Bernhardt,  assistant 
I  features  editor 
I 

I  If  you  like  what  you  hear  and  hove  at 
:  least  two  years  of  experience,  please 
send  a  letter,  resume  and  work  sam¬ 
ples  that  demonstrate  writing  ability, 

I  creativity,  initiative  and  news  judgment 
j  to  Ed  Williams,  recruitment 
j  coordinator.  News  &  Record,  200  E. 

Market  Street,  Greensboro,  NC 
I  27420. 


!  ASSISTANT  METRO  EDITOR 

]  The  Daily  Southtown  needs  an  experi¬ 
enced  assignment  editor  to  join  its  desk 
in  competitive  south  suburbs  of  Chi- 
I  cago.  Candidates  must  demonstrate 
j  strong  word  skills,  aggressive  and 
j  creative  news  judgment,  hands-on 
I  management  skills  and  competitive 
j  drive.  1-5  years  experience  required. 

I  The  reporting,  graphics  and  photo¬ 
graphic  taols  are  here;  leadership 
I  required.  Respond  to  Metro  Editor 
!  Michael  Waters,  Daily  Southtown, 
j  6901  W.  159th  Street,  Tinley  Park,  IL 
i  60477. 


_ EDITORIAL _ 

BUREAU  CHIEF 

We  are  laoking  for  an  aggressive 
reporter  to  cover  county  government 
for  The  Post  Journal,  a  24,000  daily  in 
Western  New  York.  The  beat  is  rich 
with  possibilities.  Send  resume  and 
clips  to  Cristie  Herbst,  The  Post  Journal, 
Box  190,  Jamestown,  NY  14702- 
0190. 


BUSINESS  REPORTER 
The  Commercial  Appeal  in  Memphis, 
TN,  is  looking  for  an  aggressive  gen¬ 
eral  assignment  business  reporter.  We 
want  someone  wlio  is  good  at  devel¬ 
oping  sources  to  handle  breaking  busi¬ 
ness  news,  in-depth  coverage,  profiles 
of  people  in  business,  consumer  issues 
and  trends  in  business.  Must  have  a 
minimum  of  three  to  five  years'  experi¬ 
ence  covering  business  news  for  a 
daily  newspaper.  The  Commercial 
Appeal  has  a  195,000  daily  and 
253,000  Sunday  circulation.  Send 
resume  and  clips  to  Otis  L.  Sanford, 
deputy  managing  editor  at  the  Com¬ 
mercial  Appeal,  495  Union  Avenue, 
Memphis,  TN  38103. 


BUSINESS  REPORTER 

The  York  Daily  Record  is  a  great  paper 
in  a  two-newspaper  town.  Editors  are 
interested  in  your  ideas.  Growing 
43,000  AM  that  consistently  wins  the 
statewide  award  (or  papers  our  size. 
Want  someone  who  can  file  daily  copy 
but  also  pursues  the  projects  that  make 
this  business  great.  Salary:  $23,166  to 
$34,710.  www.ydr.com  Resume/clips 
to  Business  Editor,  York  Daily  Record, 
P.O.  Box  15122,  York,  PA  17405. 

EOE 


EDITORIAL 


_ EDITORIAL _ 

BUSINESS/STATE  EDITOR 
Award-winning,  15,000  AM  daily  in 
southeastern  New  Mexico  is  looking 
(or  the  right  person  to  (ill  a  key  staff 
position  -  the  business/state  editor. 
Must  hove  command  of  the  language. 
Must  have  strong  reporting,  Siting 
and  layout  skills.  Must  be  a  people 
person.  And,  most  of  all,  must  enjoy 
working.  Great  opportunity.  Great  staff 
and  working  environment.  J-degree 
and  experience  preferred.  Send  cover 
letter,  resume  and  clips  to  Marifrank 
DaHarb,  managing  editor,  Roswell 
Daily  Record,  P.O.  fox  1897,  Roswell, 
NM  88202-1897. 

For  more  information:  E-mail 
rdr@roswell.net  or  send  regular  mail  to 
Marifrank  DaHarb,  managing  editor, 
P.O.  fox  1 897,  Roswell,  NM  882021 . 

CAN  YOU  break  the  news  and  amplify 
on  it  with  issue  stories?  The  Naples 
Daily  News  is  looking  for  enterprising 
reporters  to  add  to  a  staff  that  pro¬ 
duces  a  three -edition,  medium-sized 
daily  with  a  heavy  emphasis  on  local 
news.  The  Daily  News  is  in  coastal 
Southwest  Florida,  where  you  can 
unwind  on  the  pristine  beaches  of  the 
Gulf  of  Mexico.  Send  resume,  clips  to 
Todd  Pratt,  9120  Bonita  Beach  Rood, 
Bonita  Springs,  FL  34135. 

CITY  EDITOR 

Join  the  team  in  directing  news  cov¬ 
erage  at  The  Post-Journal,  a  24,000 
daily  in  Western  New  York.  You  need 
to  have  solid  writing  skills,  a  nose  for 
news  and  an  aggressive  edge.  We  are 
able  to  train  an  experienced  reporter 
with  sharp  writing  skills  and  goad 
news  judgment  who  is  ready  to  step 
into  management.  Send  resume  to 
Cristie  Herbst,  The  Post-Journal,  fox 
1 90,  Jamestown,  NY  1 4702-01 90. 


EDITORIAL 


I  BUSINESS  REPORTER 

The  Orange  County  Business  Journal 
I  wants  to  upgrade  an  already  outstond- 
!  ing  staff  by  adding  an  exceptional  busi- 
I  ness  journalist.  Reporters  with  a  desire 
j  to  truly  shine  are  urged  to  inquire  - 
pay  is  commensurate  with  the  position. 

j  What  can  the  Orange  County  Business 
j  Journal  offer  you? 

I  *A  desirable  place  to  live  -  the  southern 
I  California  coast. 

I  ‘Great  stories  in  one  of  the  world's  hot- 
i  test  economies,  the  “Tech  Coast." 
j  Orange  County  is  a  multi-cultural  com¬ 
munity  filled  with  high-growth  com- 
<  ponies,  creative  individuals  and  risk- 
:  taking  entrepreneurs. 

•High  pay. 

;  ‘Excellent  career  development.  OCBJ 
,  staffers  have  gone  on  to  Forbes,  Bloom- 
j  berg,  Reuters,  Bridge,  Investor's  Busi- 
1  ness  Daily,  the  Los  Angeles  Times,  The 
Orange  County  Register,  the  Min- 
j  neapolis  Star  Tribune  and  many 
editorships. 

CONTACT  Editor  Rick  Reiff  at  the 
OCBJ,  2600  Michelson  Drive,  Suite 
170,  Irvine,  CA  92612.  Phone  (949) 
833-8373.  Fax  (949)  833-8751 . 
reiff@ocbj.com  wvrw.ocbj.com 


“dd  Cleveland 

two  more 

experienced  writers  to  the  staff  of  its 
newest  weekly,  Cleveland  Scene.  The 
paper  publishes  hard-hitting,  magazine- 
style  news  stories  as  well  as  provocative 
music  and  arts  coverage.  This  work  goes 
beyond  mere  fact-finding-we  want  writers 
who  can  craft  compelling  narratives, 
analyze  complex  subjects  and  put  the 
city’s  news  in  perspective. 

1 

New  Times  offers  competitive  salaries 
and  benefits.  Interested  candidates 

should  send  cover  letter,  resume  and 
clips  to: 

s 

A 

Christine  Brennan 

Executive  Managing  Editor 

New  Times,  Inc. 

RO.  Box  5970 

Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 

www.mediainfo.com 
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HELP  WANTED 


COPY  EDITING  remains  in  a  promi¬ 
nent  position  in  publishing  The  Albany 
Herald.  We  know  a  well  edited  paper 
requires  copy  editors  to  focus  on  doing 
just  that  without  the  distraction  of  other 
functions  during  their  shift.  Cross  train¬ 
ing  provides  layout  and  pagination 
opportunities,  but  the  heart  of  our  desk 
operation  is  old-fashioned  copy  edit¬ 
ing.  Experience  is  welcomed.  Send 
resume  and  references  to  Jim 
Hendricks,  managing  editor,  Albany 
Herald,  P.O.  Box  48,  Albany,  GA 
31702-0048  or  E-mail: 

jim@albanyherald.surfsouth  com 

COPY  EDITOR  -  Mid-Michigan  daily 
seeks  an  energetic  addition  to  its  six- 
member  copy/design  desk.  Knowledge 
of  QuarkXPress  a  must.  Qualified  can¬ 
didate  must  have  a  college  degree. 
Prefer  some  newsroom  experience.  Com¬ 
petitive  salary  and  benefits  with  the 
Booth  Newspapers  group  in  Michigan. 
Equal  Qpportunity  Employer.  Send  a 
resume  with  names  and  phone  num¬ 
bers  of  three  references,  and  samples 
of  your  best  copy-desk  work,  by  Sep¬ 
tember  10,  to  Tom  Limmer,  news 
editor,  Jackson  Citizen  Patriot,  214  S. 
Jackson  Street,  Jackson,  Ml  49201- 
2282.  No  phone  calls,  please. 

Editor  &  Publisher: 
The  communication 
link  of  the  newspaper 
industry  every  week 
since  1884. 


COPY  EDITORS 

The  Seattle  Times  is  always  looking  for 
talented  copy-editing  and  design  can¬ 
didates.  Applicants  must  have  strong 
word-editing  and  headline-writing 
skills,  as  demonstrated  on  an  editing 
test. 

j  We  seek  designers  with  a  flair  for 
j  attractive  designs  and  the  sophisticated 
j  use  of  photos,  fonts  and  graphic  ele- 
1  ments.  Pagination  a  plus.  Minimum  of 
j  five  years  of  editing  or  layout  experi- 
\  ence  on  a  major  daily  newspaper 
required. 

■  Opportunities  also  exist  to  gain  Seattle 
Times  experience  through  1 3-month 
temporary  copy-editing  positions  to 
support  existing  staff  through  training 
;  and  conversion  to  the  CCI  front-end 
‘  production  system.  At  least  one  year  of 
.  daily  editing  experience  required. 

Three-year  editing  internships  also  are 
I  available.  This  career-development 
j  program  includes  rotations  on  several 
i  desks.  Interns  receive  a  development 
j  plan,  a  mentor,  and  job-placement 
j  help  afterward.  Editing  experience  is 
\  required,  either  through  previous  metro 
internships,  work  on  small  dailies  or 
the  equivalent. 

To  apply,  send  cover  letter,  resume  and 
,  work  samples  to  Karen  Cater,  chief  of 
1  copy  desks.  The  Seattle  Times,  P.O. 

I  Box  70,  Seattle,  WA  98111.  No  calls, 
please.  Only  finalists  will  be  contacted. 

EDITORIAL 


Houston 

dynamic  arts 
and  features 

editor  to  manage  its  124-page  Houston 
Press,  a  news  and  entertainment  weekly 
(110,000  circulation).  The  managing  editor 
works  directly  with  writers  to  help  shape 
local  arts  coverage  and  to  edit  magazine- 
length  feature  stories.  The  managing  editor 
also  supervises  the  day-to-day  operations 
of  the  editorial  department.  Fine  writing 
and  editing  skills  are  a  must;  the  interview 
process  includes  a  test. 

New  Times  offers  competitive  salaries  and  — ^ 
benefits.  Interested  candidates  should  — ^ 

send  cover  letter,  resume  and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 


1 
■ 
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COPY  EDITOR 

Small  but  professional  daily/Sunday 
newspaper  in  competitive  northern 
New  Jersey  seeks  copy  editor  lor  news 
desk.  Work  with  experienced  editors 
with  room  to  grow  in  responsibility  and 
compensation.  Should  have  editing 
experience,  with  newspaper  back¬ 
ground  preferred.  Baseview  pagination 
experience  helpful.  Full  benefit 
package.  Reply  to  Box  08934,  Editor 
&  Publisher. 

COPY  EDITOR 

The  Columbus  Dispatch,  recently 
named  the  best  large  daily  in  Ohio  by 
the  Associated  Press,  needs  a 
superlative  copy  editor.  We're  looking 
for  someone  as  committed  to 
excellence  as  we  are  at  this  family 
owned  enterprise  in  the  state's  fastest- 
growing  region.  We  want  a  news 
junkie  who  loves  words  and  knows 
now  they're  supposed  to  fit  together, 
who  can  fill  holes  like  a  road  crew  and 
write  headlines  that  distill  a  story  like  a 
fine  bourbon.  Three  years  of  experi¬ 
ence  at  a  daily  newspaper  are 
required.  Design  skills  are  a  plus,  but 
the  words  come  first.  A  sense  of  humor 
wouldn't  hurt,  either.  We  expect  a  lot 
from  our  people,  so  we  pay  them  well 
and  provide  excellent  benefits.  Send 
your  resume  and  clips  to  Mabry 
Donabauer,  human  resources 
specialist.  The  Columbus  Dispatch,  34 
S.  Third  Street,  Columbus,  OH  43215. 

COUNTY  GOVERNMENT  REPORTER 
The  Las  Vegas  Review-Journal,  a 
164,000  daily,  seeks  an  experienced 
reporter  to  cover  the  governing  body 
presiding  over  the  nation's  fastest  grow¬ 
ing  urban  area.  The  Clark  County  Com¬ 
mission  makes  decisions  that  affect  1 .2 
million  people  in  a  country  the  size  of 
New  Jersey  and  in  a  state  where  the 
Legislature  meets  just  120  days  every 
other  year.  This  is  the  key  to 
bureaucracy  managing  growth,  water, 
transportation  and  gaming  policy,  as 
well  as  providing  city  services  for  more 
than  500,000  people.  To  apply,  send 
resume,  cover  letter  and  clips  to 
Annette  Caramia,  city  editor.  Las 
Vegas  Review-Journal,  P.O.  Box  70, 
Las  Vegas,  NV  891 25. 

CRAIN'S  CLEVELAND  BUSINESS,  a 
weekly  business  newspaper,  really, 
really  needs  a  technology  and  telecom¬ 
munications  reporter.  A  great  job  in  a 
swell  city.  Need  we  say  more?  Send 
resume  and  clips  to  Editor  Mark 
Dodosh,  700  W.  St.  Clair  Avenue, 
Suite  310,  Cleveland  44113.  High- 
tech  types  can  fax  to  (216)  522-1383 
or  send  E-mail  to  mdodosh@crain.com 

DAYTON  DAILY  NEWS,  Ohio,  needs 
2  copy  editor/page  designers.  Mini¬ 
mum  2  years  experience  required. 
Must  be  able  to  Edit  and  design 
attractive  pages  in  fast-paced  multiple 
zoning  environment.  Send  resumes  to 
Steve  roberts@coxohio.com 


DESIGN  EDITOR 


Are  you  a  talented  page  designer  wait¬ 
ing  for  a  chance  to  become  a  leader? 
The  Fayetteville  Observer-Times  in 
North  Carolina  would  like  to  hear  from 
you.  We  need  a  design  editor  for  our 
copy  desk  leadership  team.  The 
Observer-Times  is  a  progressive 
75,000  morning  daily  with  a  new 
press  that  goes  online  in  November. 
Send  resume  and  work  samples  to  Ross 
Scott,  news  editor,  Fayetteville 
Observer-Times,  P.O.  Box  849,  Fayet¬ 
teville,  NC  28302. 

DESKTOP  PUBLISHER  needed  to 
I  assume  all  production  duties,  including 
pagination,  ad  design  and  website 
maintenance  on  small  Caribbean 
Weekly.  Mac  savvy  a  must,  journalism 
I  degree  an  asset.  Salary  $285  a  week. 

I  Rush  resume,  portfolio  to  Box  08923, 
j  Editor  &  Publisher. 

I  EDITOR,  BUCKNELL  WORLD 

Bucknell  University  invites  applications 
for  the  position  of  editor  of  its  award- 
I  winning  alumni  publication,  Bucknell 
[  World,  a  bimonthly  tabloid  with  a 
circulation  of  45,000.  The  editor,  who 
I  reports  to  the  Director  of  Public  Rela- 
I  tions  and  Publications,  is  responsible 
I  for  all  facets  of  the  publication,  includ- 
j  ing  working  with  freelance  writers  and 
]  directing  the  class  notes  editor,  and  is 
expected  to  write  regularly  for  the  pub- 
I  lication. 

Candidates  must  have  a  Bachelor's 
degree,  possess  excellent  writing  and 
editing  skills,  and  demonstrate  imagina¬ 
tion  and  a  clear  understanding  of  the 
university  environment.  Review  of 
applications,  which  should  include  a 
j  cover  letter,  resume,  and  samples  of 
j  work,  will  begin  September  28. 
i  Applications  should  be  sent  to  Sharon 
I  Poff,  director  of  Public  Relations  and 
I  Publications,  Bucknell  University, 
j  Lewisburg,  PA  1 7837. 

Bucknell  University  encourages  applica- 
1  tions  from  women  and  members  of 
j  minority  groups  (EEO/AA). 

i  EDITOR.  Creative,  non-traditional 
weekly  in  beautiful,  historic  Savannah, 
GA,  is  seeking  an  editor  with  strong 
editing  and  layout  skills.  QuarkXPress 
and  Adobe  Photoshop  skills  a  plus. 

'  Good  benefits.  Salary  commensurate 
with  experience.  Send  resume  and  rele¬ 
vant  samples  of  your  work  to  Rick 
Green,  Connect  Savannah,  1800  E. 
Victory  Drive,  Savannah,  GA  31404. 

EDITOR 

Guideposts  for  Kids  seeks  creative, 
high-energy  editor  for  award-winning 
values-based  magazine.  BA  and  5+ 
years  publishing  experience  preferred, 
j  Salary  low  40s,  great  benefits.  40 
miles  SE  of  Chicago.  Send  resume  to 
j  GP4K,  P.O.  Box  638.  Chesterton,  IN 
46304,  fax  to  (219)  926-3839. 


Editor  &  Publisher:  Your  communication  link 
to  the  newspaper  industry  every  week  since  1884. 
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HELP  WANTED 


_ EDITORIAL _ 

ENTERTAINMENT  WRITER:  The 
Augusta  (GA)  Chronicle  (100,000 
Sunday  circulation)  seeks  creative, 
energetic  writer  capable  of  covering 
everything  from  wrestling  to  opera. 
QUAUFICATIONS:  College  degree;  3 
to  5  years  daily  newspaper  experience 
preferred.  Candidate  must  be  strong 
writer  and  reporter  with  knowledge  of 
pop  culture,  fine  arts,  drama,  mMern 
music,  and  movies.  Must  have  organi¬ 
zational  skills  to  produce  weekly  enter¬ 
tainment  guide  and  semimonthly  arts 
page.  As  part  of  team-reporting  staff, 
writer  also  produces  weekend  projects 
and  generates  hard  news  on  and  off 
beat.  Send  cover  letter,  resume  and 
five  best  clips  to  Mac  Mill, 
administrative  editor.  The  Augusta 
Chronicle,  P.O.  Box  1928,  Augusta, 
GA  30903-1928. 


ENTERTAINMENT  EDITOR 
Entertainment  editor  for  39,000  daily 
on  CA's  central  coast.  Strong  editor/ 
writer/layout  artist  proficient  in  QuarkX¬ 
Press.  2  years  experience.  Send 
resume/cover  letter  and  clips  to 
Human  Resources,  The  Tribune,  P.O. 
Box  1 1 2,  San  Luis  Obispo,  CA  93406. 

EOE 

EXPERIENCED  REPORTER  sought  for 
8,000  daily  in  Elko,  NV.  Salary  to 
$30,000,  car  allowance,  insurance, 
bonuses,  generous  vacation  plan  and 
profit  sharing.  Fox  resumes  to 
(775)  738-2215 


EXPERIENCED  WRITER  to  join  sea¬ 
soned  staff  at  nation's  #1  auto  insurer, 
developing  internal  print  and  electronic 
pieces  for  sales  force.  Products  include 
a  30,000-monthly  magazine.  Top- 
notch  writing  skills  a  must  -  we'll  teach 
you  the  rest.  We  offer  an  excellent 
salary  and  benefits  package,  including 
relocation  to  Bloomington,  IL.  Send 
resume,  3  writing  samples,  by  Sep¬ 
tember  1 5  to  Jackie  Pride,  editor.  State 
Farm  Insurance,  Corporate  Head¬ 
quarters,  One  State  Farm  Plaza,  C-B, 
Bloomington,  IL  61710. 

Text  only  E-mail: 

Jackie.Pride.GLZ1@statefarm.com  or 
Fox  (309)  766-7590 


FEATURE  WRITER:  The  Sun-Sentinel  of 
South  Florida  (274,000  daily, 
392,000  Sunday)  is  looking  for  an 
experienced,  versatile  feature  writer, 
someone  who  can  dash  off  a  short 
bright  or  spin  a  tale;  profile  the 
newsmaker  and  the  little  guy.  Strang 
reporting  skills  are  as  important  as  a 
way  with  words.  A  knack  for  fresh 
ideas  -  drown  from  daily  life,  the  news, 
pop  culture  -  is  critical.  Send  resume 
and  work  samples  to  Gretchen  Day- 
Bryant,  lifestyle  editor,  Sun-Sentinel, 
200  East  Las  Olas  Blvd.,  Fort 
Lauderdale,  FL  33301.  Information 
about  other  Sun-Sentinel  openings  and 
instructions  for  applying  for  those  posi¬ 
tions  can  be  found  at 
www.sunsentinel.com/ services/ 
jobs.htm  The  Sun-Sentinel  Internet  edi¬ 
tion  is  at  sun-sentinel.com 


_ EDITORIAL _ 

FEATURES 

The  Fresno  Bee  has  immediate  open¬ 
ings  in  our  features  department.  We're 
looking  for  a  seasoned  reporter  with  at 
least  four  years  experience  writing 
news  or  features  for  a  daily  pub¬ 
lication.  Energetic  and  creative 
reporters  with  more  talent  than  experi¬ 
ence  will  be  given  serious  considera¬ 
tion.  We  are  also  in  search  of  talented 
copy  editors  with  strong  word-editing 
skills  os  well  as  ability  to  adapt  to  a 
state-of-the-art  Unisys  pagination 
system.  Candidates  must  be  creative 
word  editors  willing  to  tackle  new 
challenges.  Copy  editing/layout  expe¬ 
rience  a  plus.  Recent  graduates  with 
internship  experience  will  also  be  con¬ 
sidered.  Send  resume  and  cover  letter 
to: 

The  Fresno  Bee 
Human  Resources  Department 
1 626  “E”  Street 
Fresno,  CA  93786 
resume@fresnobee.com 


FREELANCE  EDITOR  -  Monthly  Black 
business  publication.  Send  resume  and 
writing  samples  to  the  Network 
Journal,  139  Fulton  Street,  Suite  407, 
New  York,  NY  10038. 
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I _ EDITORIAL _ 

j  FIRST-STRING  SPORTS  COPY  EDITOR 
WANTED 

Do  you  want  to  work  in  the  fast-paced 
world  of  the  best  sports  city  in  Amer¬ 
ica?  Do  you  hove  the  experience  to 
break  into  our  starting  lineup  and  hit 
the  ground  running  as  a  copy  editor  on 
a  desk  that  takes  pride  in  its  clever 
headlines  and  attention  to  detail?  If 
you're  obsessed  with  making  a  good 
I  story  better  and  want  to  become  a 
member  of  our  copy  desk  team,  send 
your  resume  and  work  samples  to 
Hank  Hryniewicz,  deputy  sports  editor. 
The  Boston  Herald,  1  Herald  Square, 
Boston,  MA  02106.  No  phone  calls, 
please. 


!  FUTURE  IN  AG? 

I  Weekly  agriculture  magazine  needs  an 
I  editor  who  can  write  about  og  trends, 
field  conditions  and  an  eye  for  farm 
I  features.  The  editor  would  also  work 
with  stringers  and  oversee  the  maga¬ 
zine's  production.  Being  an  employee- 
owned  company  makes  our  benefits 
package  one  of  the  best  you'll  find. 
Send  clips  and  resume  to  City  Editor 
Margaret  Wimborne,  Post  Register, 
P.O.  Box  1 8CX),  Idaho  Falls,  ID  83403. 


EDITORIAL 


_ EDITORIAL _ 

GENERAL  ASSIGNMENT  REPORTER 
SPORTS  REPORTER 

The  NewsTribune  is  a  mid-size,  Mon¬ 
day  thru  Saturday  PM,  located  about 
1  1  /2  hours  from  Chicago,  midway 
between  Rockford  and  Peoria,  IL. 
Good  starting  salary  and  benefits. 
Family-owned  operation  in  which  your 
ideas  will  be  heard. 

GENERAL  ASSIGNMENT  REPORTER: 
Ideal  candidate  will  have  previous 
newspaper  experience  and  knowledge 
of  local  government.  Editing  and  layout 
experience  helpful. 

SPORTS  REPORTER:  Strong  reporting 
skills.  Layout  and  headline  experience 
desired.  Will  consider  recent  college 
grad  with  experience. 

Send  resume  and  clips  to  Joyce 
McCullough,  NewsTribune,  426  Sec¬ 
ond  Street,  La  Salle,  IL  61 301 . 

GOVERNMENT  REPORTER  sought  by 
9,000-circulation  daily  in  N.W  Ari¬ 
zona.  Good  benefits  and  good  pay 
await  person  with  desire  to  dig  deeper 
than  the  surface.  Attn.  Personnel, 
Kingman  Daily  Miner,  3015  Stockton 
Hill  Rood,  Kingman,  AZ  86401 . 


EDITORIAL 


a  message  for  everyone  who  worked  at 

sidewalk.com 

Congratulations  on  a  good  run. 
Now  come  and  join  the  snail  press. 


New^mes  publishes  magazine-style  weekly  newspapers  -  covering  local  news 
and  features,  restaurants  and  sports,  film  and  music  -  in  Phoenix,  Denver, 
Miami,  Dallas,  Houston,  San  Francisco,  Los  Angeles,  R.  Lauderdale,  Cleveland 
and  St.  Louis.  Our  stories  inform  and  entertain  readers,  provoke  strong 
reactions  and  win  national  awards. 

We’re  looking  to  hire  writers  and  editors  companywide,  including  managing 
editors  in  Phoenix  and  Houston,  an  associate  editor  in  R.  Lauderdale, 
a  music  editor  in  Cleveland,  a  restaurant  critic  in  Houston  and  numerous 
staff  writer  positions. 

Interested  applicants  should  send  a  cover  letter,  resume  and  clips  to: 

Christine  Brennan,  Executive  Managing  Editor,  New  Times,  inc. 

P.O.  Box  5970,  Denver,  CO  80217 


To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.com. 
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HELP  WANTED 


GOVERNMENT  REPORTER 
The  Bulletin,  a  30,000  circulation  daily 
newspaper  in  beautiful  Bend,  Oregon, 
is  looking  for  a  Government  Reporter 
to  cover  public  policy  in  one  of  the 
Northwest's  fastest  growing,  most 
dynamic  areas.  Need  a  journalist  who 
can  report  beyond  the  city  council 
docket  to  produce  lively  enterprise  and 
investigative  work.  We  are  looking  for 
someone  with  some  daily  newspaper 
experience,  but  will  consider  a  recent 
college  graduate. 

The  Bulletin  is  a  growing,  family- 
owned  newspaper  with  proud  tradi¬ 
tions  and  a  bright  future.  Our  employ¬ 
ees  earn  competitive  pay  and  benefits 
and  get  to  live  in  a  year-round  recrea¬ 
tion  paradise.  Send  cover  letter, 
resume  and  clips  to  Tim  Doran,  city 
editor.  The  Bulletin,  1526  N.W.  Hill 
Street,  Bend,  OR  97701 . 

PRE-EMPLOYMENT 
DRUG  SCREENING  REQUIRED 

LOCAL  NEWS  EDITOR/CITY  EDITOR 
Will  manage  and  supervise  the  staff 
and  operations  of  the  local  news 
department.  Plans,  designs,  edits  and 
produces  the  local  news  page  on  a 
daily  basis.  Excellent  grammar  and 
writing  skills  and  a  Bachelor's  in  Jour¬ 
nalism  or  related  field  is  required.  Edit¬ 
ing  and  managing/supervisory  skills 
also  required.  Need  desire  to  live  in 
culturally  diverse  area.  Adventuresome 
spirit  helpful.  Contact  acting  managing 
editor  Rindraty  Celes  Limtiaco  at 
rceles@pdnguam.com  or  by  priority 
mail  at  P.O.  Box  DN,  Hagatna,  GU 
96932. 

EDITORIAL 


HAPPY  WHERE  YOU  ARE? 

Are  you  a  good  writer  but  want  to  get 
much  better?  If  you  write  for  the  busi¬ 
ness  section  of  a  daily  newspaper  - 
ideally  in  the  state  capital  -  we  would 
like  to  buy  copy  from  you.  Also,  we 
need  a  managing  editor  in  DC.  Write 
for  us  awhile,  read  our  daily  news  and 
think  about  working  in  Washington. 
What  are  you  looking  for?  Maybe  our 
needs  match.  Publication  focuses  on 
creation  of  competitive  markets  for 
power,  gas,  communications  and  con¬ 
verging  of  them.  Fax  reasons  why 
you'd  be  good  to  (202)  298-8210.  US 
Publishing,  Washington,  DC.  Non¬ 
smoking  office. 

LOOKING  FOR  COLLEGE  STUDENTS 
AND  GRADUATES  interested  in  a 
career  in  the  news  industry.. .The 
November  6  issue  of  E&P's  career 
guide  is  designed  for  you!  It  includes: 
help  wanted  ads  for  entry  level  and 
early  experienced  candidates,  job 
market  stories,  inspiration,  tips  to 
improve  your  opportunity  AND  you 
can  showcase  your  own  talents  with  a 
Positions  Wanted  ad.  For  more 
information  contact: 

Michele  Appello  (212)  675-4380x1 73 


LOS  ANGELES-BASED  company  needs 
a  Magazine/News  editor  with  1  + 
years  online  publishing  experience  to 
develop  feature  section  of  a  nostalgia, 
pop  culture  website.  Will  manage  daily 
operations  of  staff  and  freelance 
writers/researchers.  Send  resume  to 
Box  08926,  Editor  &  Publisher. 


EDITORIAL 


Phoenix 

dynamic  arts  and 
features  editor  to 

manage  its  176-page  flagship  news 
and  entertainment  weekly  (132,000 
circulation).  The  managing  editor  works 
directly  with  writers  to  help  shape  local 
arts  coverage  and  to  edit  magazine-length 
feature  stories.  The  managing  editor  also 
supervises  the  day-to-day  operations  of  the 
editorial  department.  Fine  writing  and 
editing  skills  are  a  must;  the  interview 
process  includes  a  test. 

New  Times  offers  competitive  salaries  and 
benefits.  Interested  candidates  should 
send  cover  letter,  resume  and  clips  to; 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

RO.  Box  5970 
Denver,  CO  80217 

To  learn  more  about  New  Times,  visit  our  website  at  www.newtimes.(X)m. 


MANAGING  EDITOR 

i  In  this  leadership  role,  you  will  lead 
I  editors  for  managed  funds  publishing 
j  in  a  variety  of  media.  Responsibilities 
I  include:  oversee  editorial  quality  of  pro- 
I  ducts,  edit  and  rewrite  articles,  manage 
I  editors  in  NY  and  coordinote  with  editors 
overseas.  Must  have  Bachelor's  in 
English,  Journalism,  or  Business,  IO-f 
i  years  of  financial  text  editing  experi- 
j  ence,  3+  years  project  and  staff  man¬ 
agement  experience.  Knowledge  of 
j  mutual  funds  and  experience  in  on-line 
:  services  are  pluses.  Send  resumes  to 
S&P  Dept.  KM/ME,  Fax  (212)  438- 
j  6741;  E-mail  karen_monngard@stan- 
I  dardandpoors.com 

i 

MANAGING  EDITOR 
The  Headlight-Herald,  one  of  Oregon's 
largest  paid  weeklies,  is  looking  tor  a 
!  Managing  Editor  to  run  its  editorial 
i  department.  We  serve  more  than 
8,500  fiercely  loyal  readers  in  one  of 
America's  most  beautiful  coastal  areas. 

I  We're  looking  for  someone  to  help 
i  expand  our  coverage,  improve  our 
j  presentation  and  increase  our  pre- 
‘  sence.  Our  young  staff  needs  a  leader. 

I  Send  a  letter  of  introduction  telling  us 
i  why  you're  the  person  we're  seeking,  a 
i  resume,  samples  of  work  and  salary 
history  to:  Warren  Bridges,  Pacific 
.  Coast  Newspapers  Inc.,  P.O.  Box  444, 

I  Tillamook,  OR  971 41 .  Or  fax  to: 

!  (503)  842-8842 

MANAGING  EDITOR  FOR  NEWS 
New  Hampshire's  largest  newspapers 
seek  an  editor  with  supervisory  experi¬ 
ence  who  can  add  readership  with  cov¬ 
erage  that  is  lively,  accurate,  relevant  - 
ana  ahead  of  the  competition.  If  you 
have  a  hard-news  reporting  back¬ 
ground,  skills  in  administration,  and 
can  help  a  talented  staff  produce  its 
:  best  work,  please  send  your  resume 
,  and  clips  to  Human  Resources,  The 
Union  Leader,  Box  9555,  Manchester, 

I  NH  03108. 

MANAGING  EDITOR 
Las  Vegas  Weekly  is  seeking  a  strong 
I  leader  for  one  of  the  nation's  best 
journalism  opportunities.  We  need 
I  someone  able  to  develop  a  clear 
I  editorial  vision  for  our  66,000-weekly 
I  alternative,  manage  a  talented  staff 
i  and  join  the  brain  trust  of  our  diverse 
I  magazine,  newspaper  and  online 
media  group.  The  successful  candidate 
:  will  find  competitive  compensation,  an 
I  excellent  benefits  package  with  a 
I  401  (k)  plan,  as  well  as  the  world's 
greatest  climate  and  lifestyle  -  day  or 
night.  Interested  candidates  may  sub- 
'  mit  resume  and  cover  letter  (in  con- 
I  fidence)  to  Bruce  Spotleson,  general 
,  manoger.  Las  Vegas  Weekly,  P.O.  Box 
j  230657,  Las  Vegas,  NV  89 123-0011. 

Or  E-mail  to  Bruce@vegas.com 


Your  communication 
link  to  the  newspaper 
industry  every 
week  since  1884. 


METRO  EDITOR:  We  are  looking  for  a 
j  team  player  who  will  help  direct  our 
I  news  staff  and  closely  supervise  four 
j  single-reporter  bureaus  in  our  cov- 
I  erage  area.  The  successful  candidate 
!  will  be  creative  with  strong  reporting 
j  and  editing  skills,  capable  of  challeng- 
j  ing  our  writers  and  helping  them  grow. 
Send  letter,  resume  and  references  to 
Jim  Hendricks,  managing  editor.  The 
Albany  Herald,  P.O.  Box  48,  Albany, 
GA  31702-0048  or  E-mail: 

I  jim@albanyherald.surfsouth.com 

I  MUNICIPAL  REPORTER  NEEDED  for 
I  daily  in  suburban  Philadelphia.  Expe- 
j  rience  in  handling  issues,  enterprise 
I  work  a  must;  able  to  juggle  daily 
'  assignments  and  in-depth  pieces.  Send 
resumes  to  Bucks  County  Courier 
I  Times,  Attn:  Patricia  Walker,  executive 
editor,  8400  Route  13,  Levittown,  PA 
!  19057. 

NEWS  EDITOR 

1  The  Daily  Southtown  needs  an  editor  to 
I  lake  charge  of  its  night  news  desk  pro- 
I  ducing  a  package  that  competes 
'  effectively  with  major  metros  in  the  sub- 
j  urbs  of  Chicago.  Text,  graphics,  photo, 

I  tech  support  are  there,  as  are  copy 
'  editors  capable  of  excellence.  They 
need  a  captain  on  the  deck  with 
I  systems,  oversight  news  and  people 
:  sltills  to  pull  it  oTl  together  and  get  the 
best  from  each  member  of  the  team.  3- 
;  5  years  experience.  QuarkXPress  and 
I  pagination  required.  Respond  with  let¬ 
ter  and  work  samples  to  Managing 
!  Editor  Douglas  Williams,  6901  W. 
1 59lh  Street,  Tinley  Park,  IL  60477. 

NEWS/SPORTS  COPY  EDITORS 
The  San  Angelo  Standard-Times  seeks 
a  sports  copy  editor/designer  and  a 
news  copy  editor/designer.  Recent 
:  graduates  will  be  considered.  We  are 
a  31,000-circulation  Scripps  Howard 
I  newspaper  in  West  Texas.  Send  letter, 
I  resume  and  clips  to  Dave  Thomas, 

'  news  editor,  San  Angelo  Standard- 
]  Times,  P.O.  tex  5111,  San  Angelo,  TX 
I  76902  or  for  more  information,  send 
E-mail  to  dthomas@texaswest.com 


I  NIGHT  CITY  EDITOR:  The  S)rracuse 
I  newspapers  in  Syracuse,  NY,  is  look- 
!  ing  for  an  editor  to  direct  its  news- 
I  gathering  operation  at  night.  Our  night 
j  city  editor  gets  the  news  into  the  paper, 
i  supervises  crime  and  GA  reporters  and 
j  works  closely  with  our  copy  desks  on 
^  editing,  presentation  and  deadlines, 
j  The  right  candidate  must  have 
i  supervisory  experience  on  a  daily 
j  newspaper,  preferably  on  a  metro 
j  desk.  She  or  he  must  have  terrific  news 
I  sense  and  strong  communication  and 
I  organizational  skills.  The  Syracuse 
!  Newspapers,  publishers  of  The  Post- 
!  Standard,  Herald  Journal  and  Herald 
American  (150,000  daily,  200,000 
Sunday),  offer  competitive  salaries; 
excellent  employer-paid  insurance 
i  including  medical,  dental  and  vision; 

I  401  (k)  and  pension  plans,  and  many 
other  benefits.  Send  resume,  work  sam¬ 
ples  to  Richard  A.  Sullivan,  The 
Syracuse  Newspapers,  P.O.  Box  4915, 
Syracuse,  NY  1 322 1 . 

rsullivan@syracuse.com 
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CLASSIFIED 


HELP  WANTED 


_ EDITORIAL _ 

NIGHT  EDITOR  comfortable  witti  QuarkX¬ 
Press,  with  good  news  judgment  for 
lively  5-day  morning  edition.  Send 
resume  and  work  samples  to  Andrea 
Howe,  Princeton  Daily  Clarion,  P.O. 
Box  30,  Princeton,  IN  47670  or: 

E-mail  andrea@sigecom.net 

NewsMax.com,  an  emerging  on-line 
news  resources  seeks: 

MANAGING  EDITOR  with  top  writing 
ond  editing  ability,  strong  manage¬ 
ment  skills,  energetic,  willingness  to 
tackle  controversial  stories.  Position  will 
be  New  York  based. 

MONEY  EDITOR/X)URNAUST  sought 
for  online  firtarKial  news.  Entails  main¬ 
taining  and  updating  new  web  page 
with  business  headlines,  developing 
unique  reporting  ond  commentary  sec¬ 
tion. 

COPY  EDITORS  with  daily  newspaper 
experience.  Strong  rewrite  skills 
required. 

Fax  resumes  to  (561 )  686-3350  or 
E-moil  to  newsmax@ix.netcom.com  or 
NewsMax.com,  P.O.  Box  20989,  West 
Polm  Beoch,  FL  33416. _ 


ONLINE  EDITOR,  MaineToday.com 
SEARCH  REOPENED 

MaineToday.com,  recognized  as  an 
industry  leader  in  interactive  media, 
seeks  an  editor  with  a  record  of  suc¬ 
cess. 

The  editor  reports  to  the  president  of 
MaineToday.com  and  has  overall 
responsibility  for  the  content,  design 
and  functionality  of  a  wide  range  of 
oword-winning  news  and  information 
services  focused  on  Maine.  The  editor's 
team  includes  six  content  producers 
and  two  designers,  plus  affiliates  at 
two  other  locations. 

MaineToday.com  includes  Press  Herald 
Online  (1996  Eppy  winner),  KJ/ 
Sentinel  Online,  Destination:  Maine, 
Business  Online  (1999  Eppy  winner), 
WGME  Online,  and  other  sites  focused 
on  high-interest  topic  areas  in  Maine. 

Considerable  experience  producing 
advanced  content  for  the  Web  is 
required;  experience  in  news  is  pre¬ 
ferred;  experience  in  team-focused 
management  is  strongly  preferred. 
Qualified  candidates  ^ould  send  a 
resum6  and  letter  of  interest  to: 

MaineToday.com  Editor  Search 
Human  Resources  Department 
390  Congress  Street 
Portland,  ME  04101 


E&P’s  Classified 


The  newspaper 
industry’s  meeting 
place. 

(2U)  6754380 


_ EDITORIAL _ 

OPPORTUNITIES  IN  THE  BAY  AREA 
CITY  EDITORS:  We  hove  openings  at 
The  Daily  Review  in  Hayward,  The 
Argus  in  Fremont  and  in  our  regional 
department. 

EDUCATION  WRITER:  The  Oakland 
Tribune  is  seeking  an  experienced, 
aggressive  reporter  who  can  make  this 
beat  their  own. 

COPY  DESK:  Our  News  Center  in 
Pleasanton  is  a  metro-sized  operation 
where  we  put  out  five  daily  newspa¬ 
pers.  We  need  copy  editors  and 
designers. 

For  any  of  these  positions,  please  con¬ 
tact  recruiting  editor  Keith  Jones  at 
kjones@angnewspapers.com  then 
I  follow  up  with  a  cover  letter,  resume 
and  clips  to  ANG  Newspapers,  4770 
Willow  Rood,  Pleasanton,  CA  94588. 

PAGE  DESIGNERS 

We  asked  our  staff  why  you  should 
work  at  the  News  &  Record,  a 
1  00, 000-c i rcu lotion  doily  in 
Greensboro,  NC.  They  said: 

The  best  thing  about  working  at  the 
News  &  Record  copy  desk  is  the  peo¬ 
ple.  They  are  unfailingly  friendly  and 
helpful.  The  copy  desk  is  a  real  team 
efforf  -  copy  editor  Bonnie  Lawrence 
The  company  offers  the  most  extensive 
collection  of  on-site  professional- 
development  opportunities  I've  ever 
heard  of.”  -  Lydian  Bernhardt,  former 
copy  desk  chief,  now  assistant  features 
editor 

If  you  like  what  you  hear  and  hove  at 
least  two  years  of  experience,  please 
send  o  letter,  resume  and  work  sam¬ 
ples  that  demonstrate  design  and 
layout  skills,  language  skills,  creativity, 
initiative  and  news  judgment  to  Ed 
Williams,  recruitment  coordinator. 
News  &  Record,  200  E.  Market  Street, 
Greensboro,  NC  27420. 


PAGINATOR/DESIGNER/COPY 
EDITOR  for  award-winning  37,000 
daily  in  East  Central  Indiana.  Should 
have  2-3  years  experience,  be  able  to 
design  and  edit  inside  pages  as  well  as 
section  fronts.  Strong  copy  editing  skills 
a  must;  sense  of  humor  helps  (we're 
undergoing  an  upgrade).  Just  moved 
into  beautiful  new  offices.  Great  bene¬ 
fits  and  a  company  that's  on  the  move. 
Join  a  great  team. 

Mail  resume  to  The  Star  Press, 

P.O.  Box  2408,  Muncie,  IN  47307  or 
E-mail  donnap@thestarpress.com 


POUCE  REPORTER 

The  Waterloo  Courier,  the  1998  Iowa 
General  Excellence  winner,  has  an 
opening  for  a  police  reporter.  Experi¬ 
ence  preferred.  The  Courier  is  a 
48,000  PM  daily  in  Northeast  Iowa. 
Please  send  clips  and  resume  to  Saul 
Shapiro,  editor,  P.O.  Box  540, 
Waterloo,  lA  50704. 


POLICE/COURT  REPORTER 
This  could  be  an  entry  level  position  for 
a  highly  motivated  recent  graduate  or 
the  perfect  job  for  an  experienced 
reporter  who  is  ready  to  work  in  an 
environment  where  aggressiveness  and 
depth  of  coverage  are  highly  valued. 
Send  resume  and  clips  to  Cristie 
Herbst,  The  Post- Journal,  Box  190, 
Jamestawn,  NY  14702-0190. 


_ EDITORIAL _ 

PUUTZER-OWNED  DAILY 
(10,000circ.) 

needs  a  hard-working  visionary 
to  build  on  success  of  our  previous  top 
editor.  We're  a  growing  area  where 
you  find  greater  Chicago  commuters 
sharing  the  road  with  farm  tractors  and 
students  from  NIL),  the  state's  second- 
largest  university.  You  will  have  the  sup¬ 
port  of  a  publisher  with  a  news  back¬ 
ground  but  who  also  has  high  expecta¬ 
tions  and  believes  in  meeting  a  budget. 
Fax  Chris  Doyle,  publisher.  The  Daily 
Chronicle,  (81 5)  756-2079  or  E-mail: 
cdoyle@pulilzer.net 


REPORTER  WANTED: 


_ EDITORIAL _ 

REUGOM  WRITER 

If  you're  an  experienced  reporter  with 
on  understanding  of  the  religious  com¬ 
munity  and  a  desire  to  write  about 
issues  involving  faith,  values  and 
spirituality,  then  we  want  to  talk  to  you. 
We're  looking  for  a  great  writer  with 
the  ability  to  offer  our  readers  high- 
quality  coverage  of  issues  relevant  to 
their  families  or  personal  lives.  Circula¬ 
tion  is  about  60,000  daily,  75,000  on 
Sunday.  Equal  Oppartunity/ 
Affirmative  Action  employer.  Send 
cover  letter,  resume  and  clips  to 
Managing  Editor  Rebecca  Pierce, 
Kalamazao  Gazette,  401  South 
Burdick  Street,  Kabmazoo,  Ml  49007. 


3-year-old,  AnnArbor,  Michigan-based 
Catholicnewspaper  seeking  experienced 
reporter.  High  level  of  organizational 
skills,  initiative  and  strong  sense  of  mission 
required.  Knowledge  of  Windows  95 
helpful.  Salary  dependent  onexperience. 
Submit  your  resume  and  letter  of  intent  to 
Credo  NewspaperAttn:  Clare,  P.O.  Box 
504,  Ann  Arbor,MI  48106  or  Fax  to 
(734)  930-3179. 


REPORTER:  Lively  Mississippi  six-day 
daily  (circulation  8,500)  has  opening 
for  productive,  versatile  writer.  High 
standards,  congenial  environment. 
Send  resume  and  clips  to  Jenny 
Humphryes,  managing  editor, 
Greenwood  Commonwealth,  P.O.  Box 
8050,  Greenwood,  MS  38935.  E-mail: 
jenny@gwcommonweallh.com 


EDITORIAL 


EDITORIAL 


Editorial 


WIRE  REPORTERS/ 
REPORTING  ASSISTANTS 


Dow  Jones  Newswires  is  seeking  reporters  and  entry-level 
reporting  assistants  with  varied  levels  of  experience,  preferably 
but  not  essentially,  in  business  journalism.  Positions  are  based 
in  Washington,  DC.  Qualified  candidates  for  this  real-time 
financial  news  wire  must  have  strong  journalism  skills. 
Speed  and  accuracy  are  a  must. 

Dow  Jones  &  Company  is  the  world's  premier  publisher  of 
business  news  and  information.  Dow  Jones  Newswires  delivers 
up-to-the-second  news  and  analysis  of  corporate,  financial  and 
political  events  to  financial  and  media  subscribers. 
Individuals  will  cover  corporate  SEC  filings  and  industry 
regulatory  news  and  trends.  For  reporters,  at  least  three 
years'  experience  in  a  similar  deadline-oriented  environment 
required;  for  reporting  assts,  recent  college  graduates  with 
strong  internships  considered.  Areas  to  be  covered  include 
M  &  A,  bankruptcy,  high-yield  bond  issuers,  pharmaceuticals 
and  real  estate. 

We  offer  responsible  positions  with  a  prestigious  publication 
that  is  expanding  its  staff,  career  advancement  opportunities, 
competitive  salaries  and  excellent  benefits. 

Send  resume  with  salary  history  and 
requirements  in  confidence  to: 

Debra  Califf,  Harborside  Financial  Center 
800  Plaza  Two,  Jersey  City,  New  Jersey  07311 
or  send  resume  and  cover  letter  via  fax  to  201-938-4466 
or  to  e-mall  address;  debra.callff@dowjones.com, 
www.dj.com/careers. 

No  phone  calls  will  be  accepted. 


M/F/H/V 


www.mediainfo.com 


EDITOR  &  PUBLISHER  /  SEPTEMBER  4.  1999 


57 


CLASSIFIED 


11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


HELP  WANTED 


_ EDITORIAL _ 

REPORTER:  Our  35,(300  daily  is  look¬ 
ing  for  on  expert  of  digging  out  stories, 
crafting  tfiem  and  telling  readers  why 
they  should  care.  You'll  work  a  diverse 
beat  in  a  bureau  with  stiff  competition. 
Send  resume,  clips  to  Larry  Reisman, 
editor.  The  Press  Journal,  P.O.  Box 
1 268,  Vero  Beach,  FL  32961 . 


REPORTER:  The  Times  of  Northwest 
Indiana,  award  winning  newspaper  45 
minutes  from  downtown  Chicago,  is 
seeking  on  energetic,  solid  reporter 
with  excellent  writing  skills  who  craves 
going  beyond  day-to-day  news  cov¬ 
erage.  Send  resume,  clips  and  five 
dream  story  ideas  to  Editor,  The  Times, 
1111  Glendale  Blvd.,  Valparaiso,  IN 
46383.  Send  E-mail  inquiries  to: 
tamara@howpubs.com 

REPORTERS  -  One  to  cover  courts;  the 
other,  business  for  New  Media  savvy 
33,000  daily.  Ideal  for  reporter  on 
smaller  paper  with  experience,  desire 
to  specialize,  eager  for  next  step. 
Write:  Reporter  Vacancies,  REPUB¬ 
LICAN  &  Herald,  Box  209,  Pottsville, 
PA  17901. 


REPORTERS  -  The  Ann  Arbor  News 
has  openings  for  reporters  who  can  go 
beyond  breaking  news  and  develop 
enterprise  and  investigative  stories, 
regardless  of  the  beat.  Show  us  your 
best  work,  developed  from  strong  com¬ 
munity  sourcing,  public  records  and 
on-the-street  reporting.  Send  cover  let¬ 
ter,  resume,  references  and  your  five 
best  clips  to  Metro  Editor  Rick 
Fitzgerald,  The  Ann  Arbor  News,  P.O. 
Box  1147,  Ann  Arbor,  Ml  48106- 
1 1 47.  The  News  is  an  equal  opportu¬ 
nity  employer. 


REPORTERS  NEEDED  for  6-day  daily, 
16,000  circulation  in  the  heart  of 
Indian  Country.  Aggressive,  energetic 
individuals  wanted  to  cover  police,  city 
and  education  beats  for  paper  in 
gorgeous  Western  New  Mexico.  Will 
consider  recent  grads.  Send  resume 
and  three  clips  to  Managing  Editor, 
The  Independent,  P.O.  Box  1210, 
Gallup,  NM  87305.  Call  (505)  863- 
6811  or  E-mail  gallpind@cia-g.com 
for  more  information. 


It’s  A  Classified 

Secret! 

We'll  never  reveal  the  identity  jl 
of  an  E&P  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain 
newspapers  (or  companies),  seal  your  reply 
in  an  envelope  addressed  to  the  E&P 
Classified  Advertising  Department  with  an 
attached  note  listing  the  newspapers  or 
companies  you  do  not  want  the  reply  to 
reach.  If  the  Box  Number  you're  answering 
is  on  your  list.  We  ll  discard  your  reply. 


, _ ED\TORIAL _ 

j  REPORTER 

We're  hiring.  The  Taos  News  is  an 
award-winning  weekly  newspaper  with 
an  opening  for  a  tough,  creative 
reporter  with  a  flair  for  writing.  Great 
position  for  beginner.  Send  resume, 
j  clips  and  references  to  Inez  Russell, 

I  editor.  The  Taos  News,  P.O.  Drawer  U, 

I  Taos,  NM  87571 .  E-mail: 
j  editor@taosnews.com 

Or  Fax  material  to  (505)  751-3026 


I  SERIOUS  WRITER/TRAVELER 
j  WANTED 

I 

[  A  20-year-old  newsletter  with  head- 
I  quarters  in  Ireland  and  offices  in  Paris, 
!  London,  Bonn  and  Baltimore,  is  reinven- 
j  ting  itself  on  the  internet... and  on 
j  paper.  Needs  lead  writer.  Must  have 
!  travel  like  Stevenson,  write  like  Proust, 
and  think  like  H.  L.  Mencken.  Here's 
the  deal:  you  travel  around  the 
!  world. ..and  send  us  letters  and  photos. 

!  We'll  send  you  money,  accolades,  and 
thanks. 

Interested?  Send  writing  samples  and 
:  resume  to  Agora,  Inc.,  Attn  J.  Dem- 
'  beck,  14  W.  Mt.  Vernon  Place,  Balti- 
i  more,  MD  21201  or  fax  to  (410)  783- 
,  8455. 


SPORTS  COPY  EDITOR 

I  The  Quad-City  Times,  a  division  of  Lee 
I  Enterprises,  is  looking  for  a  Sports 
I  Copy  Editor  who  can  make  an  impact 
j  on  one  of  the  best  sections  in  the 
Midwest.  The  ideal  candidate  should 
I  possess  exceptional  word  and  design 
I  skills  and  be  able  to  work  as  part  of  a 
i  talented,  award  winning  team.  The 
i  Quad-City  Times  sports  section  has 
been  an  APSE  top- 10  pick  the  past  two 
years.  Please  send  a  resume  and  work 
samples  to: 

Human  Resources 
Quad-City  Times 

[  Attn:  Sports  Copy  Editor 

I  500  E.  Third  Street 

j  Davenport,  lA  52801 

j  or 

!  jdekeyser@qctimes.com 

1  EOE 

I  To  see  all  the  positions  we  currently 
I  have  open  please  visit  our  webisite  at: 
www.QCTIMES.com 


SPORTS  EDITOR  -  Opportunity  awaits 
,  a  top-notch  professional  who  loves 
sports  so  much  he  or  she  thinks  it 
should  be  covered  better  than  City 
j  Hall.  People  skills  and  copy-editing 
I  ability  essential.  Excellent  pay,  benefits. 

1  Write  Elox  08928,  Editor  &  Publisher, 
i  EO/AA  employer 

!  SPORTS  EDITOR  WANTED  FOR 
OLYMPIC  REGION  newspapers  in  the 
Adirondack  Mountains  of  NY.  Send 
.  resume  and  clips  to  Adirondack  Daily 
Enterprise,  P.O.  Box  318,  Saranac 
Lake,  NY  12983  or  Fax  (518)  891- 
2756  or  E-mail  enterprz@northnet.org 


FAX  your  od  to 

212  4929  ♦1259 


I _ EDITORIAL _ 

i  SPORTS  REPORTER 

Award-winning,  15,000  AM  daily  in 
!  southeastern  New  Mexico  is  looking 
,  (or  the  right  person  to  fill  a  key  staff 
j  position  -  sports  reporter  to  cover  a 
j  vast  array  of  high  school  sports. 

I  Reporter  will  keep  own  stats  at  games. 

I  Must  have  command  of  the  language. 

I  Must  have  strong  reporting,  editing 
j  and  layout  skills.  Must  be  a  people 
!  person.  And,  most  of  all,  must  enjoy 
1  working.  Great  opportunity.  Great  staff 
and  working  environment.  J-degree 
I  and  experience  preferred.  Send  cover 
1  letter,  resume  and  clips  to  Marifrank 
DaHarb,  managing  editor,  Roswell 
'  Daily  Record,  P.O.  Box  1897,  Roswell, 
i  NM  88202-1897. 

j  For  more  information  E-mail 
I  rdr@roswell.net  or  send  regular  mail  to 
Marifrank  DaHarb,  managing  editor, 
P.O.  Box  1 897,  Roswell,  NM  88201 . 


SPORTS  WRITER 

!  Full-time  sports  writer  needed  immedi- 
!  otely  at  daily  AM  in  Oneonta,  NY, 
home  of  the  Soccer  Hall  of  Fame.  We 
'  also  cover  the  Baseball  Hall  of  Fame,  a 
'  minor  league  baseball  team  and  two 
Div.  I  soccer  teams.  Experience  pre- 
I  ferred,  but  will  consider  recent  college 
I  graduates.  Send  resume,  clips  to  Dean 
^  Russin,  sports  editor.  The  Daily  Star, 
1  P.O.  Box  250,  Oneonta,  NY  1 3820. 


SPORTS  WRITER/PAGE  DESIGNER 
The  Herald  Democrat,  a  25,000  AM  in 
Sherman,  TX,  75  miles  north  of  Dallas, 
seeks  a  Sports  Writer  to  join  our  five 
man  staff  who  can  help  cover  35  high 
schools  and  three  colleges  and  run  the 
desk  2-3  nights  per  week.  QuarkXPress 
experience  preferred  and  recent  grad¬ 
uates  considered.  Send  clips  and 
tearsheets  to  Todd  Hutchinson,  sports 
editor,  P.O.  Box  1 1 28,  Sherman,  TX 
75091 . 


STAFF  PHOTOGRAPHER 
>  The  Independent,  an  award-winning 
!  alternative  newsweekly  with  a  50,000 
circulation  in  the  Raleigh-Durham- 
'  Chapel  Hill  area  of  North  Carolina, 
i  seeks  a  photographer  with  a  talent  for 
transcending  the  usual  norms  of  news¬ 
paper  photojournalism.  Send  cover  let¬ 
ter,  resume  and  20-40  slides,  prints,  or 
electronic  images  on  disk,  to:  Photo¬ 
grapher  Search,  The  Independent,  P.O. 
Box  2690,  Durham,  NC  27715.  Or, 
j  by  UPS:  2810  Hillsborough  Road, 
I  Durham,  NC  27705.  No  phone  calls. 

I  Include  SASE  for  return  of  materials. 


i  THE  ASIAN  Wall  Street  Journal  seeks  a 
I  regional  technology  correspondent  to 
I  be  based  in  Asia.  This  person  will  be 
responsible  for  writing  in-depth 
features  as  well  as  some  spot  news. 

;  The  successful  candidate  will  have  pro- 
I  ven  ability  to  generate  thoughtful  and 
j  original  stories.  Candidates  with 
j  expertise  in  writing  about  the  Internet, 
j  telecommunications  or  venture  capital 
I  are  preferred.  Experience  in  Asia  is  a 
i  plus.  Experience  reporting  overseas  is 
I  a  must.  Send  resume,  clips  and 
!  references  to  managing  editor  Peter 
Stein,  The  Asian  Wall  Street  Journal, 
i  G.P.O.  Box  9825,  Wanchai,  Hong 
'  Kong  or  Fax  to  01 1  (852)  2834-5291 . 


! _ EDITORIAL _ 

j  THE  ASIAN  Wall  Street  Journal  seeks  a 
i  technology  copy  editor  to  be  based  in 
j  Hong  Kong.  This  person  will  be 
j  responsible  for  editing  features  for  a 
i  monthly  technology  section,  as  well  as 
I  assisting  in  layout,  production  and 
j  logistical  planning  in  close  conjunction 
with  the  technology  bureau  chief.  The 
:  successful  candidate  will  have  excellent 
rewrite  and  copy-editing  skills.  Layout 
and  production  experience  is  a  plus. 
Experience  working  overseas  is  pre¬ 
ferred.  Send  resume,  clips  (if  applica¬ 
ble)  and  references  to  Managing  Editor 
Peter  Stein,  The  Asian  Wall  Street 
Journal,  G.P.O.  Box  9825,  Wanchai, 
Hong  Kong  or  Fax  to: 

!  01 1  (852)  2834-5291 


THE  FREE  PRESS,  top  award  winner 
among  NC  small  dailies,  seeks  copy 
editor.  Entry  level.  Must  know  page 
i  design,  QuarkXPress,  Macs.  Good 
I  benefits,  pay,  beautiful  beaches 
;  nearby.  Send  letter,  resume,  (our  tear 
sheets,  four  references  to  Richard 
Wagner,  editor.  The  Free  Press,  P.O. 
Box  1 29,  Kinston,  NC  28502. 


THE  GALION  INQUIRER  is  currently 
looking  for  a  photographer/reporter 
who  has  darkroom  knowledge  and 
training  in  printing  and  developing. 
Reporting  experience  is  helpful. 

Send  resume,  work  samples  and  a 
cover  letter  to  Crystal  D.  Hatfield, 
editor.  The  Gallon  Inquirer,  P.O.  Box 
648,  Gallon,  OH  44833-1927. 


THE  GASTON  GAZETTE,  of  Gastonia, 
NC,  an  award-winning  37,000  circula¬ 
tion  daily,  has  openings  (or  assistant 
lifestyle  ^itor  and  a  copy  editor/ page 
designer.  Assistant  lifestyle  editor  can¬ 
didates  should  have  samples 
‘  demonstrating  excellent  feature  writing 
i  and  layout.  News  writing/editing 
;  experience  preferred.  QuarkXPress 
experience  a  must.  Copy  editor/page 
designer  responsibilities  include  page 
■  layout,  headline  writing  and  editing  of 
!  local  and  wire  copy.  1-2  years  desk 
experience  and  knowledge  of  QuarkX- 
I  Press  preferred,  but  we  will  train 
'  motivated  candidates.  The  Gazette  is 
located  15  minutes  from  Charlotte. 
Send  resumes  to  Mike  Pollard,  lifestyle 
editor,  Gaston  Gazette,  2500  E. 

'  Franklin  Blvd.,  Gastonia,  NC  28053. 

;  (704)  864-3291 


THE  INDIANAPOLIS  STAR  (daily 
j  circulation  265,000;  Sunday  3W,000 
is  seeking  an  assistant  business  editor 
to  help  supervise  the  paper's  award¬ 
winning,  nine-person  business  staff. 

I  Candidates  should  have  a  knack  for 
I  editing  copy  and  helping  reporters 
j  shape  their  stories.  Business  experience 
I  a  plus  but  not  required.  Responsibilities 
I  include  writing  occasional  stories. 
Please  send  resume  and  clips  to  The 
Indianapolis  Star,  Business  Editor  Greg 
Andrews,  301  N.  Pennsylvania  Street, 
Indianapolis,  IN  46204. 


Send  E(5?P  Box  Replies  to: 


Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  St. 
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HELP  WANTED 


_ EDITORIAL _ 

THE  MANHATTAN  MERCURY,  an 
1 1 ,000  circulation  daily  in  Manhattan, 
KS,  is  seeking  a  news  editor.  Candi¬ 
dates  should  have  two  years'  experi¬ 
ence,  along  with  the  following 
attributes:  Aggressiveness,  a  proper 
degree  of  skepticism,  commitment  to 
accuracy  and  fairness,  and  the  ability 
to  make  mature  judgments.  The  posi¬ 
tion  supervises  our  local  newsgathering 
operation,  heading  up  a  staff  of  five 
reporters.  Send  resumes  to  Bill  Felber, 
executive  editor,  at  felber@flinthills.com 
or  by  mail  at  P.O.  Box  787,  Manhat¬ 
tan,  KS  66502. 


THE  NOVEMBER  6  ISSUE  of  Editor  & 
Publisher's  Career  Guide  for  entry  level 
and  early  experienced  candidates  will 
be  available  in  print  ond  on  our 
Website.  Advertisers  reach  students  at 
colleges  and  universities  with  journal¬ 
ism,  business  and  publishing  pro¬ 
grams.  Jobseekers  find  help  wanted 
ads,  job  search  tips,  internships, 
inspiration  and  more!  Contact 
Hazel  Preuss  (212)  675-4380  Ext  171 
hazelp@mediainfo.com 


THE  PEKIN  DAILY  TIMES,  an  award¬ 
winning  15,000  six-day  PM  daily  near 
Peoria,  IL  has  two  open  positions.  We 
seek  a  highly-motivated  sports  reporter 
with  superior  writing  skills  to  cover 
local  high  school  sports. 

We  also  need  an  assistant  city  editor  to 
handle  wire  copy,  edit  local  copy, 
proofread  and  maintain  our  Web  site. 
Ideal  candidates  are  detail-oriented 
with  excellent  English  skills.  Send 
resume  and  samples  to  Editor  Joel 
Steinfeldt,  Daily  Times,  P.O.  Box  430, 
Pekin,  IL61555. 


THE  PRESS  DEMOCRAT  of  Santa  Rosa, 
CA,  a  Pulitzer-Prize  winning  newspaper 
in  Northern  California  wine  country,  is 
seeking  an  experienced  reporter  to  work 
out  of  its  Medocino  County  Bureau. 
Candidates  for  the  job  must  be  self¬ 
starters,  have  strong  news  judgment  and 
good  writing  skills,  must  be  able  to  juggle 
several  stories  simultaneously  and  must 
demonstrate  the  ability  to  write  both 
features  and  hard  news.  Send  work 
samples  and  resumes  to  Paul  Ingalls, 
Government  and  Politics  editor,  P.O.  Box 
910,  Santa  Rosa,  CA  95402. 


THE  SAGINAW  NEWS 
(51 ,000  daily,62,000  Sunday) 
is  anticipating  anopening  for  a  full-time 
reporter.  Enthusiasm,  hard  work,  writing 
andreporting  skills  ore  essential  in  a  com¬ 
munity  that  needs  an  excellent  news¬ 
paper.  Pay,  benefits,  career  opportuni¬ 
ties  are  exceptional. 

Contact  Rob  Hadeyside,  metro  editor, 
fax  (517)  752-3115,  phone  (517) 
776-9678,E-moit 
rhcicleysicle@saginaw-news.com 
or  snail  mail  The  Saginaw  News,  203S. 
Washington,  Saginaw,  Ml  48607. 

The  Soginow  News  is  an  Equal  Oppor¬ 
tunity  Employer. 


_ EDITORIAL _ 

TIME  FOR  A  NEW  CHALLENGE? 

The  Arizona  Republic  (490,000  cJaily/ 
610,000  Sunday)  is  looking  for 
journalists  who  are  serious  about  join¬ 
ing  a  newsrcxsm  that  doesn't  settle  for 
“that's  the  way  we've  always  done  it.” 
We're  Icxsking  for  fresh  ideas  along 
with  proven  track  records. 

Openings  include: 

•Senior  Editor/Projects 

•Director  of  photography  and  graphics 

•Metro  team  leader 

•Features  content  coordinator 

•Restaurant  critic 

•Business  columnist 

•Copy  desk  slot 

To  apply  send  a  cover  letter  indicating 
yousr  interest  and  an  updated  resume 
with  references  to  Don  Rodriguez, 
development  and  recruitment  editor. 
The  Arizona  Republic,  200  E.  Van 
Buren  Street,  NM19,  Phoenix,  AZ 
85004,  or  E-mail: 

don .  r(xJriguez@pn  i .  com 

WANTED:  Someone  to  tell  it  like  it  is. 
We're  looking  for  an  informed,  opi- 
nioncsted  reporter  vdio  loves  music  to 
be  cjur  full-time  critic.  Houston's  music 
scene  calls  for  a  wide  range  of 
interests,  from  hip-hop  and  rock  to 
blues  and  country.  Vibrant  writing, 
sharp  news  instincts,  enviable  Rolodex. 
Involves  hard  work,  travel,  great  seats 
and  top  billing.  Send  cover  letter, 
resume  and  clips  to  Melissa  Aguilar, 
entertainment  editor,  Houston  Chroni¬ 
cle,  801  Texas  Avenue,  Houston,  TX 
77002. 


_ EDITORIAL _ 

WRITERS,  EDITORS.  New  York-based 
Internet  startup  company  on  IPO  track 
seeks  enthusiastic  writers  to  work  as 
correspondents.  Experience  helpful  in 
sports,  entertainment,  lifestyle  and 
travel  for  exciting  new  website  devoted 
to  bilingual  Latinos.  Prefer  candidates 
from  Texas,  Los  Angeles,  Arizona, 
New  York  and  other  states  with  large 
Latina  populations.  Editors  will  work 
out  of  NY. 

E-mail  resumes  to: 

sammy@in4web.com 


_ ENTRY  LEVEL _ 

POUCE/COURT  REPORTER 
This  could  be  an  entry  level  position  for 
a  highly  motivated  recent  graduate  or 
the  perfect  job  for  an  experienced 
reporter  wrho  is  ready  to  work  in  an 
environment  where  aggressiveness  and 
depth  of  coverage  are  highly  valued. 
Send  resume  and  clips  to  Cristie 
Herbst,  The  Post-Journal,  Box  190, 
Jamestown,  NY  1 4702-01 90. 


THE  FREE  PRESS,  top  award  winner 
among  NC  small  dailies,  seeks  copy 
editor.  Entry  level.  Must  know  page 
design,  QuarkXPress,  Macs.  Good 
benefits,  pay,  beautiful  beaches 
nearby.  Send  letter,  resume,  (our  tear 
sheets,  four  references  to  Richard 
Wagner,  editor.  The  Free  Press,  P.O. 
Box  1 29,  Kinston,  NC  28502. 


_ ENTRY  LEVEL _ 

FEATURES 

The  Fresno  Bee  has  immediate  open¬ 
ings  in  our  features  department.  We're 
looking  for  a  seasoned  reporter  with  at 
least  four  years  experience  writing 
news  or  features  for  a  daily  pub¬ 
lication.  Energetic  and  creative 
reporters  with  more  talent  than  experi¬ 
ence  will  be  given  serious  considera¬ 
tion.  We  are  also  in  search  of  talented 
copy  editors  with  strong  word-editing 
skills  as  v/ell  as  ability  to  adapt  to  a 
state-of-the-art  Unisys  pagination 
system.  Candidates  must  be  creative 
word  editors  willing  to  tackle  new 
challenges.  Copy  editing/layout  expe¬ 
rience  a  plus.  Recent  graduates  with 
internship  experierKe  will  also  be  con¬ 
sidered.  Send  resume  and  cover  letter 
to: 

The  Fresno  Bee 
Human  Resources  Department 
1626  “E”  Street 
Fresrra,  CA  93786 
resume@fresnobee.com 


MAILROOM 


OPPORTUNITY  KNOCKS.  Long  Island, 
NY,  printer  seeks  experience 
setup/maintenance  person  for  our 
Mailroom/bindery  equipment.  Pleasont 
atmosphere  and  good  working 
conditions.  Fax  confidential  resume  and 
salary  requirements  to  (914)  376-4956. 


WEEKEND  EDITOR 

If  you're  ready  to  move  up  to  a  lead¬ 
ership  position  at  a  medium-sized 
daily  after  years  of  experience  running 
the  show  at  a  small  daily,  we've  got  an 
excellent  opportunity  for  you.  We're 
looking  for  an  energetic  weekend 
editor  to  take  charge  of  our  nightside 
operation,  developing  great  stories, 
managing  people  and  projects  and 
bringing  it  all  together  in  a  high-quality 
package  (or  our  readers.  Circulation  is 
about  60,000  daily,  75,000  Sunday. 
Equal  Opportunity/ Affirmative  Action 
employer.  Send  cover  letter,  resume 
and  clips  to  AAanaging  Editor  Rebecca 
Pierce,  Kalamazoo  Gazette,  401  South 
Burdick  Street,  Kalamazoo,  Ml  49007. 


www.CNSNews.com  the  Internet  News 
Wire,  is  growing  again!  We  have 
immediate  openings  for  two  new  Staff 
Writers  for  our  Washington-Metro 
Bureau.  Four-year  degree  in  journalism 
plus  minimum  3  years  print  or  broad¬ 
cast  newsroom  experience.  We're  look¬ 
ing  for  reporters  who  laugh  at  tight 
deadlines,  revel  in  the  scoop,  write 
clean-as-a-whistle  copy  and  have  a 
keen  eye  (or  cultural  and  political  hap¬ 
penings.  Will  work  with  CNSNews.com 
bureaus  in  Jerusalem  and  London. 
Occasional  travel  andshift  fill-in  hours 
may  be  required. Great  work 
environment,  pay  commensurate  and 
rertrement,  health,  dental,  life,  bonus  plan 
and  more.  Resume  and  clips  to  D.  Cooke, 
managing  editor,  CNSNews.com,  1 1 3 
South  West  Street,  Suite  200,  Alexandria, 
VA  22314  or  E-mail: 

dcooke@cnsnews.com 

EOE 


INFORMATION  SYSTEMS  INFORMATION  SYSTEMS 


SYSTEMS  SUPPORT  ENGINEER 

Job  Cede:  D1857 

The  Information  Technology  department  of  The  Dallas  Morning 
News  has  a  challenging  position  available  as  part  of  the  systems 
support  team  that  is  responsible  for  maintaining  all  aspects  of  the 
publishing  and  production  systems. 

The  qualified  candidate  should  possess  a  technical  understanding 
of  Sli's  System/55  applications,  STYL  formatting  language  and 
Tandem  TXP  hardware.  The  qualified  person  should  also  be  familiar 
with  integration  methods  in  an  environment  that  includes  both 
Coyote  and  Decade  terminals.  Also,  a  working  knowledge  of  UNIX 
and  Windows  NT  operating  systems  is  preferred. 

This  is  an  excellent  opportunity  for  the  right  person  to  use  existing 
skills  while  receiving  exposure  to  the  CCI  Pagination  System  during 
installation. 

We  offer  opportunity  for  growth,  a  competitive  salary  and  a  compre¬ 
hensive  benefits. 

Qualified  applicants  should  forward  their  resume,  including  salary 
requirements  to: 

PMiig 

Pameia  Settle 
Employment  Supervisor 
P.O.  Box  655237,  Dallas,  TX  75202 

E-mail:  dmnjobs@tdmn.com  Phone:  (214)  977-8607 
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11  W  19th  Street,  New  York,  NY  10011  Phone  (212)  675-4380  Fax  (212)  929-1259  •  hazelp@mediainfo.com  •  michelea@mediainfo.com 


HELP  WANTED 


MAILROOM  MANAGER 

The  Vindicator,  a  daily  and  Sunday 
newspaper,  locafed  in  Youngstown, 
OH  is  seeking  a  Mailroom  Manager  to 
oversee  our  entire  mailroom/ 
packaging  department.  The  successful 
candidate  will  have  3-5  years 
supervisory  experience  in  a  packaging 
department,  possess  excellent  commu¬ 
nication  and  organizational  skills,  the 
ability  to  use  a  PC,  and  a  clear  focus 
for  customer  service.  The  ability  to  meet 
deadlines  is  a  must  while  previous 
experience  supervising  a  union 
workforce  and  know  ledge  of 
Heidelberg,  Quipp  and  Sterling 
equipment  would  be  beneficial.  Please 
send  a  letter  of  interest  containing  your 
salary  history  and  a  resume  to: 

Personnel  Manager 
The  Vindicator 
P.O.  Box  780 

Youngstown,  OH  44501-0780 
Equal  Opportunity  Employer 

MARKETING 

MARKETING  DIREaOR 

Outstanding  opportunity  exists  for  an 
aggressive  marketing  director  at  the 
award  winning  Press  and  Stondord 
and  Shopper,  located  near  the  coast 
between  Hilton  Head  Island  and 
Charleston  in  beautiful  Walterboro, 
SC.  This  person  will  be  charged  with 
motivating  a  staff  of  eight  and  will  be 
involved  in  budgeting  and  managerial 
decisions.  Should  have  several  years 
experience  in  media  sales.  The  job 
offers  a  very  good  salary  and  bonus 
plan,  along  with  an  excellent  benefits 
package.  E-mail  your  resume  to 
tsmith@Towcountry.com  or  mail  to: 

Marketing  Director 
The  Press  and  Standard 
1 1 3  Washington  Street 
Walterboro,  SC  29488 

NEW  MEDIA 

MEDIUM-SIZED  SOUTHWESTERN 
daily  with  100,000  circulation  has  full¬ 
time  opening  for  a  technology 
specialist  with  working  knowledge  of 
basic  programming  languages  and 
UNIX/WindowsNT  server  environ¬ 
ments;  expert  in  HTML,  Web- 
production  and  PC  skills;  can  translate 
orally,  in  writing  between  technical 
environments;  can  coordinate  multiple 
tasks  and  projects;  is  analytical-  and 
solution-oriented.  Salary  ranges  from 
$36K  to  $40K  depending  on  experi¬ 
ence.  To  apply,  send  cover  letter  and 
resume  to  Box  08924,  Editor  &  Pub¬ 
lisher. 


1 _ PREPRESS _ j 

DIREaOR  OF  PRE-PRESS  i 

The  Milwaukee  Journal  Sentinel  cur¬ 
rently  has  an  opportunity  for  a  Pre- 
j  Press  Director.  As  a  Pre-Press  Director 
j  you  will  be  responsible  for  a  MAC 
based  department,  which  creates  ads 
I  and  composes  pages  for  reproduction  [ 

I  in  the  newspaper.  The  candidate  we  I 
:  seek  must  have  extensive  knowledge 
j  and  technical  expertise  with  prepress 
I  equipment  (All  imagesetters  and  scan- 
j  ners,  current  RIP  technology,  and 
I  MACS).  Must  have  strong  management 
j  experience  and  skills  to  develop,  coach 
j  and  support  a  large  group  of  90-f  ; 

staff.  Bachelor's  degree  in  Business  or 
j  technical  field  and  knowledge  of  color  | 

;  management  is  a  must.  | 

I  The  chosen  candidate  will  enjoy  the  | 

I  following  benefits:  Competitive  salary 
with  bonus  structure,  m^ical  benefits,  j 
company  stock,  401  (k),  pension  plan  ; 
j  and  tuition  reimbursement.  Send  j 
resume  and  cover  letter  with  position  i 
title  and  salary  requirements  in  con-  | 
fidence  to: 

Journal  Sentinel  Inc. 

Human  Resources  Department 
j  333  W.  State  Street 

i  Milwaukee,  Wl  53203 

i  Fax.  (414)224-2897 

I  Journal  Sentinel  Inc.  is  an  Equal  : 

!  Oppartunity  Employer  supporting  ' 

I  diversity  in  the  workplace.  t 

PRESSROOM 

FLORIDA  DAILY  SEEKS  press  operator 
with  experience  on  Goss  Urbanite  or  | 
Harris  V5.  Apply  to  Human  Resources, 
News  Chief,  P.O.  Box  1440,  Winter  i 
;  Haven,  FL  33882-0998.  j 

INDUSTRIAL  MACHINIST  that  knows 
.  newspaper  presses  and  can  identify 
press  parts.  Call  1  (800)  821-6257  j 
i  ask  for  Sam  W.  Boyles.  j 

I  PRESS  AND  PLATE  ROOM  MANAGER 
I  To  manage  production  of  our  20,000 
i  circulation  AM  daily,  weeklies  and  com- 
j  mercial  work,  you'll  need  to  be  strong  | 
I  on  organization,  training,  colar 
1  reproduction,  and  maintenance.  You'll 
I  run  a  Goss  Urbanite  at  our  beautiful 
Central  California  Coast  location, 
j  Perfect  opportunity  for  a  number  two  to 
I  step  into  the  leadership  ixisition  at  a 
I  quality  newspaper.  You'll  receive  an 
excellent  salary  and  benefits  package. 

Fax  your  resume  to  Bill  Stonier  at  the  i 
Santo  Maria  Times  (805)  928-5657  ar  j 
1  call  (805)  925-2691 ,  ext.  2234. 


(lAJSirilDADVlItlNGDUDLIIIK 

In-Column  Aidvertisements 
TuescJay  noon  (EST)  for  following  Saturday  issue 
Classified  Display 

Friday  5pm  (EST)  8  days  prior  to  publication 


_ PRESSROOM _ 

PRESSROOM  ASSISTANT  MANAGER 

The  Wichita  Eagle,  Knight  Ridder 
newspaper  and  the  largest  newspaper 
in  Kansas,  is  looking  for  an  experi¬ 
enced  manager  to  supervise  our  night 
press  and  paper  handling  operation. 

The  ideal  candidate  will  have 
supervisory  experience  in  a  manufactur¬ 
ing  environment  as  well  as  experience 
in  quality  control,  waste  management 
and  safety. 

Knowledge  of  press  operations, 
mechanical  experience  and  a  college 
degree  are  pluses. 

Send  us  a  resume  at  The  Wichita 
Eagle,  Human  Resources  Department, 
P.O.  Box  820,  Wichita,  KS  67201  or 
Fax  to  (31 6)  268-6672. 


NEWS 

Makes  The  Difference 


♦  Editor  &  Publisher  is 
NOT  a  monthly  journalism 
review. 

♦  Editor  &  Publisher  is 
NOT  a  monthly  associa¬ 
tion  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  independent  weekly 
NEWS  magazine  covering 
the  newspaper  industry. 

EDITOR  &  PUBLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 


j  PRODUCnON/TECH 

PACKAGING  SUPERVISOR 

The  Sacramento  Bee  is  currently  seek¬ 
ing  an  experienced  Packaging 
Supervisor. 

Individuals  selected  for  this  position  will 
be  responsible  for  leading,  directing, 
and  supervising  a  team  of  employees 
in  this  seven-day  a  week  operation. 
Other  responsibilities  include  setting  up 
and  operating  one  of  six  Heidelberg 
2299  inserters,  and  communicating 
and  implementing  operational  and 
strategic  plans  and  recommending 
ideas  and  projects  that  will  result  in 
improved  efficiency,  quality,  pro¬ 
ductivity,  and  operational  savings. 

Ideal  candidates  for  this  position  will 
have  a  background  in  a  newspaper  or 
'  other  manufacturing  environment.  Prior 
I  supervisory  experience  and  machine 
1  operator  experience  is  required  for  this 
j  position.  Prior  experience  in  a  news- 
I  paper  packaging  operation  environ- 
I  ment  is  also  a  plus.  Solid  leadership, 

I  interpersonal,  communication,  organi- 
1  zation,  problem-solving,  and  decision 
j  making  skills  are  required,  as  is  the 
j  ability  to  effectively  work  in  a  high- 
I  pressure,  deadline-oriented  environ- 
'  ment.  Candidates  should  be  comforta- 
I  ble  with  the  use  of  personal  computers, 
with  standard  software  packages. 

Qualifications  include  a  high  school 
diploma  or  GED.  A  Bachelor's  degree 
or  Associate  of  Arts  degree  is  pre- 
i  ferred. 

:  The  Sacramento  Bee  offers  a  very  com- 
I  petitive  salary,  with  excellent  health 
\  benefits  and  401  (k)  plan.  To  apply, 
I  please  send  resume  to  (916)  321- 
1 984.  Or  mail  to  The  Sacramento  Bee, 
Human  Resources,  P.O.  Box  15779, 
Sacramento,  CA  95852. 

The  Sacramento  Bee  is  an  Equal 
Opportunity  Employer  and  supports  a 
!  drug-free  workplace. 


I  (liiuf  I’ II  1)1  is  It  (.'I's  entry  level  Career  Guide 
publishes  November  6  -  in  print  &  online 


Job  market  stories  -  help  wanted  ads  -  inspiration 
Position  wanted  ads  -  internships  -  how-to  tips 


Excellent  advertising  value  for  newspapers 
Tremendous  resource  for  starting  a  news  industry  career 

“A'-f  f  )ei  2f> 


Contact  Michele  Appello 
(212)  675-4380  ext  173 
michelea(^mediainfo.com 
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CLASSIFIED  ADVERTISING 
INFDRMATION 


PEADUHK 

LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 


Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 


HELP  WANTED 

(includes  online  posting) 

1  week  . $11.75 

2  weeks  . $10.35 


POSITIONS  WANTED 

(includes  online  posting) 

1  week . $5.50 

2  weeks  . $4.60 


3  weeks  . $9.05  3  weeks  . $3.80 

4  weeks  . $7.85  4  weeks  . $3.40 

ALL  OTHER  CLASSIFICATIONS 

(online  not  Included) 

1  week . $10.10 

2  weeks  . $8.90 

3  weeks  . $7.80 

4  weeks . $6.75 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $1 5.00  per  insertion 
Positions  Wanted  -  Add  $7.50  per  insertion  USA 
All  international  box  reply  -  $30.00 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week .  $121  pci 

2  weeks . $110  pci 

3  weeks . $104  pci 

4  weeks . $100  pci 


PAYMENT 


Make  check  payable  to  Editor&  Publisher 
or  charge  to  your  American  Express, 

V7S4  MasterCard  or  Visa.  Please  supply  name 

account  number,  expiration  date 
and  card  holder’s  signature. 

Please  note:  International  ads,  new  accotjnts  and  positions  wanted  ads  nmtpreixty. 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  contract  rates,  display  ad  copy  specifications  and 
procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
michelea@mediainfo.com 
lisad@mediainfo.com 


VOICE:  (212)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Michele  Appello  /  Extension  173 
Lisa  Dixon  /  Extension  174 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 


POSITIONS 


ADMINISTRATIVE _ 

PUBUSHER'S  CONSULTAI'JT:  I  work  os 
the  publisher's  right  hand,  for  os  long 
os  needed,  to  solw  od  revenue,  circula¬ 
tion  and  editorial  problems.  Also  able 
to  develop  and/or  implement  new 
policies.  Skilled  in  cold  starts  or  in  new 
edition  development.  Thirty  years  expe¬ 
rience  in  daily,  weekly  and  TMC.  All 
services  confidential.  Call 
Michael  Bradley  at  (508)  553-2835  or 
E-mail:  mbradley@capecod.net 

ADVERTISING 

ADVERTISIIMG  SALES  PRO.  Seeks  posi¬ 
tion  with  Specialty,  Trade  or  Business 
Publication.  Proven  Sales  Producer, 
with  management  and  marketing  back¬ 
ground.  E-mail  matman@mtaonline.net 

CLASSIFIED  TELEAAARKET1NG 
MANAGER 

Due  to  restructuring  in  o  midwest  cor¬ 
porate  office,  a  female  professional 
with  several  years  of  experience  in 
classified  is  presently  available.  She 
has  eight  years  of  strong  telemarketing 
nKinagement,  seven  of  those  with  Gan¬ 
nett.  Her  strength  is  in  training. 

If  you  hire  this  candidate  THERE  WILL 
BE  NO  FEE.  Her  present  employer  has 
already  paid  our  fee.  If  interested, 
please  contact  Robert  Green  at  GOOD 
NEWS,  Suite  245  North  Alpine 
Centre,  Bettendorf,  lA  52722. 

Telephone  (31 9)  359-4877 
Fax  (319)  359-8539 


EDITORIAL 


{  CREATIVE  AND  prolific  experienced 
[  newspaper  reporter,  magazine  writer, 
wire  service  editor  seeks  writing  posi¬ 
tion  for  Northeast  Ohio  publication  or 
freelance  online  writing  assignments. 

Contact  DrLori42@aoT.com 

EDITING/design  with  flair.  Valuable 
experience  you  can  use,  detail- 
oriented;  fax  (253)  558-2738; 

ilii@hotmail.com 

ENTERTAINMENT 

Reach  more  female  readers.  Writer/ 
reporter,  with  more  than  ten  years 
experience  writing  for  soap  maga¬ 
zines,  would  like  to  write  a  soap  col¬ 
umn  for  your  newspaper.  Included  will 
be  hot  plots  for  the  following  week  and 
exciting  celebrity  interviews.  For  more 
information  call  Karen  (515)  754- 
0085  or  E-mail:  somkaren@aol.com 

NEW  YORK  THEATER  CRITIC/ 
Cabaret/ Dance,  presently  employed, 
seeks  greater  challenge.  Freelance/ 
Staff.  Respond  to  Box  08931,  Editor  & 
Publisher. 

SPECIALTY  WRITER 
TV/Rodio  critic-columnist,  20  year  pra 
large,  medium  market,  contact: 
tvwriter99@yahoo.com 

PRESSROOM 

NEWSPRINT  CONSULTANT: 
Weeklies,  dailies,  small  to  metros.  35 
years  experience.  Printing  problems, 
cutting  cost,  runnability.  Iryour  paster 
average  is  below  99%  calf!  Deadlines 
and  saving  you  money  is  my  job.  Call 
Ken  Eckler  at: 

(972)  954-2314 

I  E-mail  lnds48@aol.com 


E&P*s  Classified 


The  newspaper  industry’s 
meeting  place.  (212)  675-4380 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identification 
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E&?  SHOP  TALK  AT  THIRTY 


E-mail:  shoptalk@mediainfo.com 


by  David  Sullivan 


The  News:  A  void  in  the  desert 

Consolidation  and  the  silencing  of  a  cacophony  of  voices 


Many  of  us  recall  what  William 
Allen  White  wrote  upon  the 
death  of  Frank  Munsey,  the  great 
consolidator.  New  York  in  the  1920s, 
Munsey  felt,  had  too  many  newspapers. 
So  he  bought,  merged,  and  closed.  This 
left  New  York  with  more  than  10  daily 
newspapers.  Today  we  may  wonder  what 
moved  the  “Sage  of  Emporia”  to  say 
Munsey  had  “the  great  talent  of  a  meat- 
packer,  the  morals  of  a  money-changer, 
and  the  manners  of  an  undertaker?  May  he 
rest  in  trust!” 

Munsey  was  doing 
what  comes  natural¬ 
ly  in  business,  but 
White’s  words  have 
resounded  in  journal¬ 
ism’s  ear  ever  since, 
especially  when  a 
major  metro  daily 
closes.  These  days,  the 
process  of  creating 
one-newspaper  towns 
seems  nearly  com¬ 
plete,  with  San  Fran¬ 
cisco  looking  like  the 
latest  example.  Per¬ 
haps  it’s  time  to  put 
White  back  on  the 
shelf. 

Instead,  perhaps,  we  need  to  expand 
“one-newspaper  town”  to  “one-newspaper 
metro  area.”  Consider  the  death  of  The 
Hemet  News. 

On  July  29,  The  Hemet  News,  a  not- 
very-big-paper  in  a  not-very-big  Cali¬ 
fornia  city,  published  its  last  edition. 
Purchased  by  Belo,  it  was  immediately 
folded  into  The  Press-Enterprise,  a  Belo 
paper  in  Riverside,  based  about  25  miles 
away,  which  already  was  publishing  a 
Hemet  zone  edition. 

A  story  on  its  Web  site  shows  The 
Hemet  News'  readers  were  told  what  read¬ 
ers  usually  are  told  when  a  morning- 
evening  pair  is  combined  —  how  they 
would  benefit  because  two  reporters 
would  not  be  sent  to  the  same  meeting, 
freeing  one  to  do  more  meaningful  stories 
and  provide  a  stronger  overall  product. 

The  question  is  not  whether  Hemet  will 
be  adequately  covered;  Belo  and  The 
Press-Enterprise  are  distinguished  organi¬ 
zations  with  long  records  of  doing  the  job 
right.  The  question  is  whether  it  should 


make  a  difference  to  journalists  that  there 
is  no  longer  a  little  daily  whose  world 
revolves  around  a  small  town  in  the  desert. 

If  a  newspaper  in  a  small,  rural  town  in 
White’s  own  Kansas,  say,  stops  publishing 
daily,  we  can  assume  its  area  no  longer 
has  the  wherewithal  to  support  it.  That 
wasn’t  the  case  in  Hemet.  Or  in  Pitts¬ 
burgh’s  growing  northern  suburbs,  where 
Gannett  Co.  Inc.’s  North  Hills  News 
Record  recently  was  folded  into  Richard 
Mellon  Scaife’s  Tribune-Review  in 
in  affluent  Porter 
County,  Ind.,  where 
Thomson  News¬ 
papers’  Vidette-Mes- 
senger  in  Valparaiso 
became  a  zone  of 
Howard  Publications’ 
Times  in  Hammond. 

Couple  this  with 
the  consolidations  of 
neighboring  dailies  of 
equal  size,  such  as 
those  of  Oceanside 
and  Escondido,  Calif., 
and  of  New  Bruns¬ 
wick  and  Woodbridge, 
N.J.  Add  countywide 
mergers  in  West¬ 
chester,  N.Y.,  and 
Ventura,  Calif.  When  metro-paper  compe¬ 
tition  stopped  being  a  big  issue,  the  con¬ 
solidators  followed  the  middle  class  and 
moved  to  the  suburbs. 

Yet,  not  too  many  journalists  seem  to 
notice.  These  aren’t  legends  like  the 
Washington  Star  or  the  Chicago  Daily 
News,  after  all. 

But  as  the  suburbs  sprawl  into  ever- 
larger  areas,  the  number  of  daily  voices  in 
those  areas  is  becoming  smaller.  And  we 
ought  to  be  concerned,  because  these 
voices  are  just  as  distinct  as  were  the  Big 
City  Morning  This  and  Evening  That, 
which  were  merged  to  become  the 
Morning  This-And-That. 

Suburban  dailies  started  feeling  the 
earth  move  in  the  1980s.  The  first  papers 
to  fall  were  either  squeezed  between  larg¬ 
er  foes  —  the  Red  Bank  Register,  between 
the  New  York  area  and  the  Asbury  Park 
Press,  comes  to  mind  —  or  small  opera¬ 
tions  flickering  out  quickly. 

The  1990s  have  shown  an  increase  in 
the  trend.  Some  of  this  comes  from  towns 


Greensburg.  Or 

No  matter  how  large, 
no  matter  how  much 
copy  it  turns  out,  no 
matter  how  many  of 
its  stories  get  onto 
A1,  a  bureau  is  still 
a  bureau.  A  zone 
section  is  not  a  paper. 


growing  toward  each  other,  but  the  deaths 
of  The  Hemet  News,  the  North  Hills  News 
Record,  and  others  show  that  large  subur¬ 
ban  papers  view  their  smaller  neighbors  as 
one-on-one  competitors,  just  as  if  they 
were  competing  in  their  own  hometown. 

When  one  metro  paper  vanquishes  an¬ 
other,  at  least  both  were  issued  from  the 
same  city.  Reporters  and  editors  covering 
the  Hemet  zone  will  do  their  best.  But 
their  world  does  not  revolve  around 
Hemet  anymore.  It  revolves  around 
Riverside. 

No  matter  how  large,  no  matter  how 
much  copy  it  turns  out.  no  matter  how 
many  of  its  stories  get  onto  A I ,  a  bureau 
is  still  a  bureau.  A  zone  section  is  not 
a  paper. 

The  people  at  the  Riverside  main  office 
share  a  frame  of  reference.  They  have 
lunch  at  the  same  places  and  hear  the 
same  gossip.  They  cannot  help  but  make 
news  judgments  based  in  part  on  their  own 
experiences.  The  people  in  Hemet  had  dif¬ 
ferent  experiences.  Those  experiences 
may  still  be  reflected  in  the  zone  section. 
They  are  not  going  to  be  reflected  in  the 
same  way  on  A I  anymore. 

A  suburban  paper  where  I  worked  two 
decades  ago  became  a  zone  edition  of  a 
neighboring  daily  a  couple  of  years  back. 
The  metro-page  columnist  of  my  home¬ 
town  newspaper,  six  hours  and  a  state  line 
away,  coincidentally  also  had  worked 
there.  He  wrote  a  column  saying  it  hadn’t 
been  a  very  good  paper,  so  good  riddance. 
The  paper  did  get  better  after  he  left, 
under  new  owners,  but  even  if  it  hadn’t,  he 
missed  the  point.  That  town  was  that 
paper’s  world.  The  buzz  on  its  Main  Street 
was  the  buzz  that  mattered  most. 

So  if  you  are  a  reader  of  some  small 
paper  near  Los  Angeles  or  Houston  or 
New  York  —  cherish  it,  even  if  it’s  not  all 
that  good.  Frank  Munsey’s  heirs  still 
believe  there  are  too  many  newspapers. 
They  want  to  consolidate.  And  so  your 
local  daily  may  soon  “Rest  in  Trust”  itself. 
But  to  a  journalist,  there  should  never  be, 
could  never  be,  too  many  daily  newspa¬ 
pers.  Journalism  needs  to  remain  an  irra¬ 
tional  business,  because  life  is  an  irra¬ 
tional  business. 


Sullivan  is  metropolitan  copy  chief 
of  The  Philadelphia  Inquirer. 
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renegade  \re-ni-gacl\  rr.  one  who  has  deserted  a  cause, 
principle  or  allegiance  for  a  hostile  one. 


Thorough  Journalists  Do  Not  Rely  on  Misleading  Characterizations 

What  is  inept  about  explaining  Beijing’s  actions  toward  Taiwan  by  saying,  “Beijing  considers 
Taiwan  a  renegade  province”? 

It  perpetuates  a  historical  fallacy  that  hinders  understanding  of  a  complex  current  issue  instead 
of  clearly  and  accurately  reporting  the  facts  behind  today’s  news: 

•  Fact:  The  Republic  of  China  was  founded  in  1912  after  the  collapse  of  the  Ch’ing 
dynasty,  which  ceded  Taiwan  to  Japan  in  1895.  Japan  then  surrendered  Taiwan  to 
the  ROC  in  1945. 

•  Fact:  The  ROC  government  has  exercised  sole  jurisdiction  over  Taiwan  since  1945. 

Four  years  later,  it  lost  control  of  the  mainland,  and  the  People’s  Republic  of  China 
was  proclaimed. 

•  Fact:  The  ROC  government  relocated  to  the  remaining  territory  under  its 
jurisdiction — the  Taiwan  Area  in  1949.  Beijing  has  threatened  to  take  Taiwan  by 
force  but  has  never  succeeded. 

So  who  should  be  calling  whom  the  “renegade”?  The  authorities  in  Beijing — not  Taipei — divided 
China  in  1 949,  and  nothing  has  changed  since. 

Uncritically  quoting  the  use  of  an  incongruous  label  such  as  “renegade  province”  to  describe 
Taiwan  glosses  over  failure  to  articulate  the  cmcial  complexities  of  the  issue. 

Clarify  the  story  by  saying,  “Beijing  wants  to  bring  Taiwan  under  its  rule.”  It  is  clear,  succinct 
and  accurate.  Isn’t  that  the  essence  of  balanced  and  objective  coverage? 


For  further  information,  contact: 

Taipei  Economic  and  Cultural  Office  in  New  York 
Tel:  (212)  373-1800  http://www.taipei.org 
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